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NOW on the AIR 


YOU ARE INVITED 


to listen in every Thursday evening this summer. See 
newspapers for station and time. Remember, 21 powerful, 
leading stations will tell millions of listeners, including your 
customers, every Thursday that the Flit Soldiers’ program is 
broadcast in the interests of the thousands of Flit dealers. 
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co a WE 
Spend 45 Seconds 


ERE is a “help” which is in- 

creasing the G#eGiant Die 
sales of hundreds of hardware 
and mill supply houses all over 
the country. 


It has all the features you look 
for. It is small, only about 10” x 
10” x 13’. It is unobtrusive. It 
will harmonize with your other 
fixtures. It has a high-grade ap- 
pearance, because it is made of 
solid mahogany, and beautifully 
finished—Just like a piano case. 
Its three little drawers are par- 
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to Read This Story 


titioned off for different sizes of 
dies. 


A cabinet like this ‘is expensive, 
but it won’t cost you anything if 
you are handling Little Giant 
Dies. Its presence in your store 
tells all the mechanics in your city 
that you are “headquarters” for 


Little Giant Screw Plates and 


parts. 


We suggest that you write to- 
day and ask how this cabinet can 
become yours. 





GREENFIELD : TAP AND DIE 
CORPORATION 





GREENFIELD. ? MASS., U.S.A. 


New York—15 Warren St. 
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Sues EAGLE So/ft Paste 
mora PURE WHITE LEAD 


OLD DUTCH PROCESS 


SROKEN-UP’ 


It’s not surprising that painters have taken so readily to Eagle Soft Paste 
Pure White Lead. They save time by using it— it comes already broken-up 
to shop-lead consistency — ready to thin on the job. 


Soft Paste, like our regular grinding, is pure Old Dutch Process White LAG LE on Dus 


PRE 


orn [yf ast 
2 a 


Lead, only with more linseed oil ground in—15% instead of 8%. Same 
weight containers as our regular grinding. 


Send for free folder containing the new mixing formulae for use with 
Soft Paste. The Eagle-Picher Lead Company, 134 North La Salle Street, 
Chicago. 
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To help you sell. 
Eveready Columbias 


SOME of the outstanding Eveready 
Columbia display materials are illus- 
trated herewith. These and other 
attractive pieces, in colors, have been 
prepared for 1928. They are furnished 
to Eveready Columbia dealers without 
charge. From watching the sales of the 
many dealers who use this display ma- 
terial properly, we know that they do 
make the battery business grow.- We 
suggest you put these helps to work 
because they will help increase your 
sales. Order Eveready Columbias from 
your jobber. 

NATIONAL CARBON COMPANY, INC. 
New York Chicago © San Francisco 
Atlanta EC Kansas City 


Unit of Union Carbide and Carbon Corporation 


EVEREADY 


COLUMBIA 
Dry Batteries 


they sell faster 


estesasaegnme cs 
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Good Bolts, 





Well Boxed- 


VERYONE knows Empire Bolts 
and Nuts—they have been on 

the market for over three-quarters 
of acentury —everyone knows their 
leadership in the matter of quality. 


But wholesalers and retailers are 
just beginning to see one other ad- 
vantage—the superior packing and 
boxing of Empire products. 


It pays you to have distinctive, uni- 
formly labeled boxes on your shelves. 
Itimpresses customers. It shows them 
that you select your stock carefully. 


It pays, too, to have your stock 
strongly boxed. Damaged boxes ruin 
the appearance of your place. They 
create a bad impression when they 
must be taken down for selling. 
And they fail in their purpose of 
keeping different sizes separate and 
easily located. Empire boxes are 
built to do their job. 


Larger sizes of bolts and nuts that 
would not be retailed from boxes 
are packed for storage and bulk sale 
in an unusuallystrong Swedish paper 
(the toughest obtainable). It makes 
a fine looking package, clearly and 
handsomely labeled like the boxes. 


Empire’s stronger, handsomer box- 
ing, distinct labeling and careful 
packing will prove a material asset 
to you whether you are wholesaling 
or retailing. 


RUSSELL, BURDSALL & WARD 
BOLT & NUT COMPANY 


Factories at \ 
PORT CHESTER, N. Y. ROCK FALLS, ILL. 
CORAOPOLIS, PA. 
Sales Offices at Philadelphia, Chicago, 
Detroit, San Fr isco, Los Angeles, Seattle, Portland 
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Accurate 
threading of 
L&S Bolts 
and Nuts 
Save assem- 


bly time. 


im a 
Jessians 





The Néw Smith 
Process gives L&S 
Bolts “ cin -4 
strength unequal- 
rin cota. 
cial standard bolt. 









RIDGES have always been a 

symbol of the joining together 
of two parts for their’ mutual benefit. 
And in industry today the bolt is a 
symbol of modern engineering effici- 
ency—the joining together of massive 
piece of metal of little use separately 
—but valuable and efficient machines 
when completed. 


Bolts are essential to industry and, 
for 67 years, thousands of firms have 
proven to theirsatisfaction and_profit 
that Lamson and Sessions Bolts have 
never been surpassed for rugged 
strength and accuracy. 

THE LAMSON & SESSIONS COMPANY 
1971 West 85th St. . Cleveland, Ohio 


Chicago Detroit St. Louis El Paso Atlanta Chattanooga 
Sale Lake City Los Angeles San Francisco Seattle 
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I Mo-lyb-den-um Steel 


Nail Hammer ([{No.916) 





i You have seen this hammer adver- 

13 tised. Users claim it to be the best 
balanced, best finished, toughest, and. most per- 
fect hammer on the market! It is made of Mo- 
lyb-den-um Steel—the same kind of steel used 
in battleship construction. The claw is milled 
—to — the heaviest nail or finest brad. The 
handle is of seasoned hickory, handfit to pro- 
vide an easy, restful grip. The head is fastened 
to handle by means of a patented Lock Wedge 
and a Security Screw in adze eye. There is a 
wax hole with special cap in end of handle. A 
new tool— forged from the best of steel, per- 
fectly balanced, and fashioned with individual 
oo which make it a “best seller’’ every- 
where 


ELECTRICIANS’ 
Hammer (No. 77) 





New! Practical! Here you have an 
i absolutely new tool — designed by 
WW an electrical mechanic to help 
electricians, plumbers, 
and carpenters to do 
better work with less 
effort. The long poll 
makes it easy to reach 
into outlet. boxes, over 
pipes, and into inacces- 
sible corners. The strong, 4 
semi-straight claw can 
be used for chipping joists and for prying. 
Electricians receive this hammer with en- 
thusiasm! There is a big market for this tool 
in your town. You get a sample in the “Big Six.” 





AUTO 
Campers’ Axe 
The time is ripe right 
now to feature this special 
tool for outing purposes! 








DEALERS: 


Here You Have Six 
New Tools—Design- 
ed to Build Bigger 
Sales For You. 


YOUR customers are 
looking for new tools 
to meet their modern 
needs. You will find 
the answer in _ this 
“Big Six” Sampler! 
Six distinctive tools— 
each one a specialty— 
each one distinctly dif- 
ferent from any tools 
you have ever sold. 


ORDER THIS 
‘*BIG SIX” 
Sampler— 
BUY this sampler 
package for only $8.50 
($8.85 from Denver, 
west). You get’ six 
new tools which you 
can resell for $13.50. 
See these tools! Show 
them to your cus- 
tomers! See how quick- 
ly they sell! If desired, 
any one of these tools 
can be bought sep- 
arately through your 

jobber. 
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4 Carpenters’ Special 
Hatchet {No. 92) 













A full-polished head of just the right 
. weight for driving heavy nails, and 
of just the right shape for ease in 
chopping. The head is fastened by 
a patented expansion Lock Wedge. 
The handle is of seasoned hickory, hand-fit to as- 
sure a steady grip, and balanced to prevent the 
tiring of hand and wrist muscles. An excellent 
tool! Your customers will appreciate its high 
qualities and unusual features. 


ey Heavy Bell Face Rip- 






ping Hammer (No. 20} 















Built for heavy duty driving. A ham- 
mer that will stand plenty of punish- 
ment, on anything from nail driving to 
stardrill driving. The neck, poll, eye, and claws, 
are built extra heavy and strong. There's a sam- 
ple contained in the “Big Six’”’. 


4 Thin Bit Finishing 










Hatchet (No. 81) 
















This member of the “Big Six”’ 
Sampler is built to satisfy your 
expert carpenter demand. It is 
=a made with an extra thin bit, 
— 7 R ceecsied balanced, for fine fin- 
ishing and inside trimming work. There's no 
better tool for its purpose on the market, and 
your carpenter friends will immediately ap- 
preciate its excellent qualities. 










NOTE: The ‘‘Big Six’? Sampler is a package of six new 
tools, packed in a shipping container. Two of these 
tools come in attractive counter display cartons. 
Other displays may be had through your jobber. 














EVANSVILLE TOOL WORKS, Inc. 
Evansville, Ind.—Department A 







Gentlemen: Please. ship one “Big Six” 


















The axe is of an ideal ) ee ger Sampler to us, and bill through our jobber. 
weight for light or heavy : whic eeps the 

chopping; it is neatly finished and blades sharp and clean. This tool (Name of Jobber)... o-oo one 
perfectly balanced. It comes complete sells fast at this time of year! There’s a8... 

with a patented leather-reinforced a sample in the “Big Six. Our Firm Name... 
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Schick Repeating Kgzor : 





















Show i c 


and youll Sell It. 


Show your customers how easy and quickest way to make him 






it is to put a new Schick blade 
in position to shave. “As simple 
as A. B. C.”"—in one second. 


Let each man handle the Schick. 
Let him “heft” it, and feel its 
nice balance. That’s the surest 


want one for his own. 


Show how easy it is to load in 
a new clip of superkeen blades. 
Tell them that these marvelous 
Schick blades cost only 75c for 20. 


Show the Schick and you'll sell it 


Magazine Repeating Razor Company 


285 Madison Avenue, New York City 
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These Stanley electric drills 


give you new and better sales points 


Don’t overlook the advantage you will f aN 
have when you demonstrate these new 
Stanley Electric Drills to your trade. 

Try them out on steel. Try them out on 
iron. Try them out on hard wood. Prove 
to your customers, point for point, that 
here is a line of electric drills that will do 
the hardest work with the least amount 
of trouble. The ease with which they 
can be handled makes them popular 
immediately. 

Send for catalog No. S59 which de- 
scribes the line of Stanley Electric Drills. 





No. DB 14 





No. DG 23 " 
" Standard Duty THE STANLEY RULE & LEVEL PLANT , 4" Heavy Duty 


New Britain, Conn. 


New York Chicago San Francisco Los Angeles Seattle 


STANLEY TOOLS 


The choice of most carpenters 
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Mueller “Nevertese”’ 
threaded rubber hose 
washer — a good seller— 
packed in a box—retails . 
for 5e. Write for sample. 














Here is the hose nozzle that sold 
by hundreds of thousands in its very 
first year. Dealers who stocked it, 
sold it. Placed on the counters of 
these dealers, Red Band Nozzles 
virtually sold themselves. 


Red Band Nozzles are aristocrats not 
only in.appearance but under the 
surface as well. The handsome nickel 
and distinctive Duco red band cover 
real quality that reveals itself when 
the nozzles have been used, and 
abused, in service. Made of forged 
brass, Red Band Nozzles are stronger 
and more durable than cast or 
wrought brass nozzles. 


Equipped with Mueller “Neverlose” threaded 
washers—the washers that never loosen, and 
end the possibility of leakage. These “live” 
rubber washers thread into the nozzle and 
“stay put” under every condition. 


Put a display box of Mueller Red Band 
Nozzles on your counter. You'll be gratified 
by the results. 


MUELLER BRASS CO. 
PORT HURON, MICH. 


Three Generations of Brass Making 





AMA 
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REZNOR ~ 
ORTHO 


A Program to Put 
Reznor Orthoray Through Your Store 












A Brace. broader, more extended campaign of advertising— 
that is one of the definite sales makers Reznor Orthoray 
brings you in 1928. 


An intensive Reznor Orthoray drive through 52 newspapers, 
extending from strategic centers in 11 states—plus the continued 
nation-wide Reznor Orthoray program to the 3,000,000 readers of 


The Saturday Evening Post 


For 1928 double the number of Reznor Orthoray advertisements in the 
Post, reaching a peak in a commanding double-page spread in smashing color | 
at the height of the season. Here’s sales action for you! 


The world’s most complete line of Gas Heaters, developed to the highest 
heating efficiency ever attained, backed by a full-powered program to the 
consumer, a program intensive, far-reaching, effective—you will succeed with 
Reznor Orthoray in 1928! 


If you had Reznor Orthoray in 1927, 
you know its success; and you can 
fairly double this for 1928. Get sam- 
ples on your floors now for the sure 
pre-season sales. 












Catalog on request. 
Write, wire, tele- 
phone. 











REZNOR MANUFACTURING CO 
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ANNOUNCING 


Standardized Markings 
on All Finders’ Bends 


Beginning June ist our selection marks will be: 
X—Heavy 
Yee 
- 
Cm 
 ——_— 


Bends marked heavy are 9 iron up 
Bends marked medium are 8 to 9 iron 


> 


You will find that almost every tanner of finders 
leather will mark Bends in exactly the same manner. 


Our large production permits us to fully supply you 
with all or any selection of STEERHEAD BENDS, 
either scoured or Texas White Oak, the leading sole 
leathers for shoe rebuilding. 


THE UNITED STATES LEATHER SELLING CORP. 
New York Boston Chicago Cincinnati St. Louis Richmond 


Selling Agents: 


McADOO & ALLEN L. H. NELSON & CO. 
Philadelphia San Francisco 


NO LSBING TASES TES PLAC SOF LRAT AER 

















+ PRE DT OIE san 


Co RE 


a te 


sh ahaa 





HARDWARE AGE for MAy 24, 1928 














An extensive national campaign is 
educating the mechanic to use the 
finest pliers — Kleins — standard 
“since 1857.” This ‘national cam- 
paign means more sales for you. 
Tie up with it by featuring the 
Klein display board. 





Every man who comes in your store is a pros- 
pect for pliers. Electricians—carpenters— 
mechanics—all realize that the finest work 
demands the finest in tools—to them the name Klein means the finest in 
pliers. The familiar Klein display board should be on your counter. It will 
help you sell Klein pliers and will mean an additional profit for you if you 


are not already displaying Kleins. 


MATHIAS KLEIN & SONS 


3200 BELMONT AVENUE . CHICAGO 


poor QL EEN cosas 





Chicago II] USA 
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Now that we have taken 
handles out of the nail class ~ 
presented a real way to 


make a handle dep tment 











‘ 








CONVENIENT STOCKING Seay 
‘AND EASY HANDLING 7 
FOR THE JOB 


: ke p Ee] 


SRE 








ABOUT IT 


Let’s talk business, jobbers! Let’s make money, jobbers and retailers! You jobbers need a selling idea, 
here it is. The American King axe handle line comes packed, each in a nicely colored carton, 12 to the 
carton. Short handles come each in an air-tight, dust-proof glassine envelope, 12 in a printed counter 
display carton. 

We can help any jobber or retailer to make a real profit on handles or a handle department, and it is an 
idea that we have lived and slept with and one that jobbers and dealers have found successful. 

Let’s pull handle selling out of the nail class. At least investigate—look into it—find out—talk it over 
—you might get a new idea. Handles have been handles so long some buyers think they can’t be 
anything else but merchandise weighed up in pieces, shipped and set under the counter. 


Give us a chance to tell you about an idea which has made good. 


American Handle Co. 
Jonesboro, Ark. 
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Make 
Money 
Swatting 
the Cheap 
Paint 
Hum-Bug! 


IGHT now the Patton Sun-Proof Paint Exclusive Agency Proposition 
offers any open minded dealer a remarkable profit opportunity in 
more ways than one —and you'll do yourself a sound business favor if 
you'll write for it! Then in addition there’s the most remarkable, hard 
hitting advertising campaign ever printed behind Patton’s Sun-Proof! 


. It swats the cheap paint hum-bug— 

Get this kills of the greatest competitor of qual- 
Book ity paint by proving in black and white 
7 ee figures that it costs over $200 more to 
Oddy: keep a house painted with cheap-per- 
gallon paint than {it does with a high 
quality paint such as Patton’s Sun-Proof! 


Send for this unusual booklet _ 
“Swat the Cheap Paint Hum- 
Bug” and ask us the details 
of how right now the Sun- 
Proof Exclusive Agency ~ 
Proposition offers unusual 
profit opportunities for you. 


_ i 5 a 









Newark, N. J., Portland, Ore., Los Angeles, Cal 


PITTSBURGH 
Leet Produc ts 
ia nt -Varnis 
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Another } ea - 
Rapid Seller eer 
MURALO WALL SIZE vetoe sane ae 


JR EUABLE dealers who are building and 
“ maintaining a reputation for depend- 
ability are standardizing their wall size sales 
with Muralo Wall Size. There is always 
profit in dependability. A scientific product, 
with extreme covering capacity, spreads 
smoothly and evenly and stains cannot 
work through. 
Muralo Wall Size, too, is j i i 
Products Deal. A ae se ee 


profit. Packed in 1 Ib. pack 1 - £ 
co ecaiier ane main ages, 10 Ibs to the car. 
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There is a great “Deal” for you tn 
MURALO Process Wall Coatings 


H® are the ideal materials for decorating interior walls 
and ceilings. An established demand all over the country 
has developed for use in residences, public buildings—every- 
where where harmonious color treatments are essential fac- 
tors. Thirty-four years experience in catering to the trade 
are behind their manufacture. Sure to satisfy. Certain to 
prove profitable. You should stock these products and 
there is a special opportunity for you to do so if you have 
never stocked them before. 


Ask your Jobber or write us about the 
&4 MURALO INTRODUCTORY OFFER 


To introduce Muralo Products in your territory we are offering a 
special inducement to make it worth your while. Extra profits— 
a sure fire money-maker. Be sure to learn more about the Muralo 
Products Deal which is offered for a limited time only. It affords 















you an unusual opportunity. 


Address department J for information 





it too. 





ged products which you carry have a 
more widespread opportunity for sales 
than this splendid aid reliable patching , 
plaster. Many different craftsmen such as 
lumbers and electricians use it constantly. 
nvaluable to painters—home-owners buy 


Manufactured by Scientifically timed, uniform, non-cracking or 


woodwork, brick, 


THE MURALO COMPANY, Inc. }, stumbling. Good for repaifing Shin 7% Ib, 5 and 


Founded 1894 
Specializing Exclusively in Decorative Wall Coatings, 
old Water Paints, Wall Sizes and Patching Plaster 
STATEN ISLAND, NEW YORK 





25 Ib. cartons. Booklet on request. 
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Wherever Old World Walls Are Required 


L progressive dealers are aware of the 
Py setae trend in modern decoration 
which calls for textured wall effects. The vogue is 
constantly becoming more widespread and conse- 
quently a product which can satisfy the trade in 
creating these walls is a money-maker no dealer 
should overlook. True, Murel-Tex is not the only 
product of its kind on the market, but it has fast 
become a leader in the field and this is based upon 
its known dependability with con- 
sequent assurance of satisfaction. 
The period vogues of early Italy, 
England, France, Spain and America, 
which are called for so constantly 


MURALTEX 


For Textured and 
Relief Decoration 


You Can Sell MURAL-TEX 


in the plans of architects and decorators, can best 
be obtained with+Mural-Tex. So why not be the 
dealer in your territory to supply this demand and 
to satisfy the trade with the product that does the 
job most successfully? 

Bear in mind that Mural -Tex is a double profit- 
maker because the effects desired often require siz- 
ing, tinting and glazing and its roughened surface 
needs more color and glaze than a smooth one would. 

A booster in the sales of colors, 
glazing and sizing, this, so stock 
Mural-Tex and reap your share of 
extra profits. 

Write Department J for full details. 


Manufactured by 


THE MURALO COMPANY, Inc. 


Founded 1894 
Specializing Exclusively in Decorative Wall Coatings, Cold Water Paints, Wall Sizes and Patching Plaster 
STATEN ISLAND, NEW YORK 
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WHITINGS BRUSHES 


This Practical Display Stand 
Shows 24 Brushes 


in 18 Inches of Counter Space 


ARDWARE merchants have a double means to in- 
crease their brush sales this season. First, stock 
Whiting’s brushes of known quality—remarkable values 
at present prices! Secondly, get the new Whiting’s display 
stand that speeds up brush sales, because it shows them 
adequately at the point of sale. 
The new Whiting display occupies only 18 
inches of counter space. Yet each of its 
three wings shows 8 brushes. It revolves, 
displaying 24 brushes! This practical 
stand, lithographed in four colors, is a 
real brush-selling department. Ask your 
jobber, now, how you may secure it—or 
write Whiting-Adams Company, 695 Har- 
rison Avenue, Boston. Use the coupon. 








<i Al [I NGo} 


BRUSHES } 


() TRADE 
oe, oS TR —> 


LW, MARK 


WHITING-ADAMS COMPANY 
695 Harrison Avenue, Boston, Mass. 


Tell me about Whiting’s brushes and how I may secure 
the 24-Brush Display Stand. My jobber’s name is 

















Name 





Address ites 
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~ Watch 


your Customers 
come back for more! 





Vaispar LACQUER makes heavy first 
sales for new dealers because of 
1. Perfected materials and working qualities. 


Valspar Lacquer has eliminated all the 
grief inherent in other brushing lacquers. 






















2. The largest Lacquer advertising campaign 
ever known, in all the leading magazines. 


3. Valspar’s nation-wide reputation for reli- 


able quality finishes. 


But... repeat sales are even more impor- 
tant than first sales—they mean consumer 
satisfaction and greater turnover. 


As compared with the ordinary brushing 
lacquers, Valspar Brushing Lacquer sales 
repeat steadily — because customers find it 
is right! Valspar Lacquer comes in smart, 
new colors; it flows—will not lift; it will 
not sag, run, show laps or brush marks. 
These repeat sales mean real profits. 


Get your share of Valspar Lacquer profits ! 


VALENTINE & COMPANY 
386 Fourth Ave., New York City 


CHICAGO DETROIT BOSTON 
W. P. FULLER & CO., Pacific Coast 


VALENTINE‘S 


VALSPAR 


BRUSHING 
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We are telling them to 
“Consult you—and play safe’”’ 


HE inexperienced often blame the message before millions of readers of 
dealer when they use a finish in- America’s leading magazines, our ad- 
correctly—and obtain poor results. vertising is featuring the appropriate 


Disappointment usually occurs when it uses’ of Sapolin Floer Finishes, Gild- 


is a matter of choice between Lacquer ings, Stove Pipe Enamel, Hot Pipe 
and other Aluminum 


. finishes, etc. 


SEND for the 
“Sapolin Buyers’ 
Guide’”—a handy size 
book describing and il- 
lustrating, in full col- 


and Enamel. 


_sspphaator™ 
at 






To educate people 
to the importance of 
selecting “a special fin- 


ish for each surface,” “a 
, «al finish...for each, 
we are telling them to seo : A “Urhae 








consult you and play ENAMELS ors, the complete line 
safe. In addition to LACQUERS of Sapolin Household 
putting this important csamne Decorative Specialties. 
POLISHES 
WAXES 


SAPOLIN CO. INc., Dept. E-12, 229 East 42nd Street, New York City 


Sapolin is not an experiment—been on the market fifty years. 
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At good masonry paints are made 
on a base of Portland Cement. 
Oil, glue, casein, hydrated lime; all 
admirable materials for other pur- 
poses, simply will not do if you wish 
to put a permanent covering on a 
masonry surface. 


The Sandusky Cement Company 
has been making Portland Cement 
for thirty-six years. Our knowledge 
of cement and of masonry surfaces, 
naturally is quite extensive. That 
experience caused us to formulate, 
and patent, a covering for masonry 
surfaces. We went at the problem 
from the basis of the surface to be 
covered, instead of trying to extend 
the uses for an established product. 


For these reasons we believe 
Medusa Portland Cement Paint to be 
the most successful material on the 
market for covering masonry sur- 
faces. It is made from a base of 
Portland cement which we ourselves 
manufacture. It contains no oil, 
glue, casein or hydrated lime and only 
the best of mineral colors are used. 


No extravagant claims are made 
for this product. It does a particu- 
lar job, that of covering masonry 
surfaces well, and that is the only 
place we ever recommend its use. 
Fill out the coupon below for com- 
plete information on Medusa, the 
Patented Portland Cement Paint. 


The SANDUSKY CEMENT COMPANY 
1002 The Engineers’ Bldg. Cleveland, Ohio 
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IN SUNLIGHT 


This was startling news to the paint industry in 1920. At that time the 
perfection of “Albalith” (the super-lithopone) gave paint manufacturers 


another really white pigment which could be 


Combined with Zinc Oxide for Exterior Paints 








Lithopone 
and Its Part in Paint 














— 





Today, more than four out of every five paint 
manufacturers make an outside linseed oil 
house paint on a zinc oxide-lithopone base. In 
the past 8 years they have proved to their com- 
plete satisfaction that such paint made with the 
new lithopone does not turn dark in sunlight. 


These zinc oxide-lithopone exterior paints have 
the same remarkable hiding power, intense 
whiteness, and high spreading rate which litho- 
pone gives to interior paints. 


You can sell these paints on their outstanding 
performance. There is a rapidly increasing de- 
mand for zinc oxide-lithopone exterior paints 
from those who know their advantages. 


*Lithopone is a chemical precipitate of ZINC sulphide and 
barium sulphate. It is one of the whitest pigments known, and 
of extremely fine particle size. Lithopone has been adopted by 
all paint manufacturers as a quality pigment for all kinds of 
paints. The New Jersey Zinc Company’s “‘Albalith’” (the super- 
lithopone) in combination with their “XX” Zinc Oxide is being 
nationally used in a remarkable number of high-grade exterior 
paints. 
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AND YOUR 
CUSTOMERS 


RAW 


HE dealer who values the confidence 

of his trade doesn’t want to sell other than 
guaranteed goods any more than his customers want 
to buy them. But no dealer can afford to have everything he 
buys analyzed by a chemist to make sure that it is as represented. 

That’s one of the reasons why dealers welcome Hercules 

Steam-distilled Wood Turpentine. It is a guaranteed pure and 
unadulterated spirits of turpentine. Itcomesin50-gallondrums, 
and in sealed quart, gallon,and 5-gallon cans, each bearing the 
producer’s guarantee. The customer’s confidence is assured. 
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, Order Hercules Turpentine in handy containers and drums 

3 from your jobber. ; 

& HERCULES POWDER.COMPANY 956 Market St., Wilmington, Del. 
(INCORPORATED) 

Fi: Gentlemen: Kindly send me one of the 5-panel 
y } window displays shown at left. 
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OLOR in the home! What a vogue for the bright, cheer- 
G ing smartness of color is sweeping the country. 
And more and more the modern man and woman are 
demanding not only beauty, but /asting beauty. 
Murphy Da-Cote Enamel, in addition to being so highly 
regarded for its fine quality, is now to be had in a full 


The 8 new colors 


range of colors. A complete answer to those who want to Mandarin Red Tangerine 
decorate their own homes with /asting-beauty. Light Gray Jade Green 
MURPHY VARNISH COMPANY Ivory Spray Green 
Newark Cuicaco San Francisco. . Montrear Pearl Gray Light Brown 


Murphy Da-(ote Enamel 
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“Has brought many new customers 


into our store” 


E. I. pu Pont pe Nemours & Co., INc. 
2100 Elston Avenue, Chicago, III. 
Gentlemen : 

In response to your inquiry, we heartily endorse 
your advertising and merchandising plans which 
were recently shown to us by your Mr. Miller. 
In the years that we have handled du Pont’s com- 
plete line of Paints and Varnishes, our steadily 
increasing sales have been a source of great satis- 
faction to us, and every year we become 
more convinced than ever that you have 
the organization and facilities for still 
greater accomplishment. 

Du Pont’s wonderfully effective color 
advertising in national publications, well- 
worded local newspaper advertising of 





our store, attention-getting window and store dis- 
play have helped us to increase our paint business. 


DUCO, the best-known paint product in the 
industry, has made the advertising of our paint 
department more effective than ever before, and 
has brought many new customers into our store. 


We look forward to a prosperous future, and 
will be more than glad to advise any dealer who 
wishes to increase the business of his paint de- 
partment, to look into the du Pont 
proposition. 

Very truly, 
WILLIAM P. O'BRIEN, 
O’BrIEN HARDWARE Co. 
Devil’s Lake, N. D. 


Write for introductory proposition on the du Pont 
line. For your convenience, use the coupon below. 


Reg. U. S. Pat. Off 


DUCO 
Made only by du Pont 


E. I. du Pont de Nemours & Co., Inc., Desk HA-5 
Independence Square, Philadelphia, Pa. 

Gentlemen: Without obligating me in any way, please 
send me information on how I can make more profits 
in the paint and varnish business by taking on the du 


Pont line. 
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“Cold Lurkey 


about House Paint 








HEN a woman buys a can of 

varnish she spends only a few 
cents—or a few dollars. She may be 
satisfied with any one of half a dozen 
different brands. 

But when a man paints the outside 
of his house—he is making a real in- 
vestment! Not just in paint alone, but 
hundreds of dollars in labor costs. 

He wants a job that is going to Jast! 

That’s why more and more home- 
owners are specifying Devoe. The 
famous Devoe guarantee means more 
than any amount of argument. It is 


Devoe brushes 
mean greater 
satisfaction 
to your cus- 
tomers, a 

profits to you. 


straight ‘Cold Turkey’’ about House 
Paint. It guarantees that Devoe will 
not only cost less in the beginning, 
but give years more wear, as well! 

This guarantee is appearing in full 
page Saturday Evening Post adver- 
tisements throughout the year. It is 
the strongest statement about quality 
paint that has ever been made in any 
advertising. 

It is helping thousands of Devoe 
dealers all over America increase their 
paint business. It not only means 
more customers but volume sales. 


} scdinary paint you choosé= 

ye ‘Lead & Zinc Paint does not 

f and cost less money 
See Se 

















Back of the Devoe guarantee is the 
oldest paint Company in America— 
and 175 years of experience in making 
the finest paint it is possible to pro- 
duce. Justas Devoe Lead & Zinc Paint 
guarantees your Customers greater 
satisfaction—so the Devoe sales 
plan guarantees increased business 
and greater profits to every dealer 
handling the Devoe line. 

A postcard will bring you complete 
details of this plan. 


Devoe & Raynolds Company, Inc. 
1 West 47th St. New York 


DEVOE HOUSE PAINT 


A Devoe Paint and Varnish Product 
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One Minute Alabastine 


Look for the Cross and Circle 
printed in Red. Not a bad pack- 
age in a carload or a trainload. 
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Instead of Kalsomine or Wallpaper 


A tremendously profitable field for dealers. 


TWENTY-FIVE MILLION homes are being told monthly 
through our advertising all about Alabastine. It is easily prepared— 


easily applied. 


It is sanitary, durable, non-fading, inexpensive. 


It does not rub off if properly applied — yet washes off easily when 


redecoration is desired. 


More than 30,000 dealers are enjoying the larger margin of 


profit which Alabastine affords. 
simple directions—easily 


Sold in packages containing full, 
handled—no _ bother. 


Your share of 


profit on this KNOWN wall coating with a 50-year reputation is 


there for you. 


Note the facts about Alabastine given below. Take advantage 
of our extensive free helps for dealers. Realize the influence our 
advertising will have in the powerful publications listed. Stock up 


—display well—and profit. 


Any jobber can supply you with Alabastine. 


If you are not now carrying Alabastine in stock, you may 
correspond directly with us if you desire, and we will put you in 


touch with the proper jobber. 


Alabastine Company, 823 Grandville Ave., Grand Rapids, Mich. 


Facts About Alabastine 


Sold only in 5-pound packages with trade 
mark cross and circle in red printed thereon. 

A dry powder ready to mix with cold or warm 
water-ONE MINUTE AND IT'S READY TO 
USE. White and 20 colors—all numbered, eas 
to select from color card, and any tone dion 
intermixing. Only wall brush and pail needed. 

Suitable for all interior surfaces—plaster, wall 

oard, brick, cement or canvas. 

It is not Kalsomine, but a uniform, lasting 
wall coating with a 50-year reputation for ex- 
cellence— WITHOUT AN EQUAL. 

Covers more wall per pound than any other 

nish. 
aor if evan A applied; bes. washes 
sanitary, beautiful, inexpensive, non-fading. 

One package will cover about 350 square feet 
of smooth wall. 30,000 stores sell Alabastine. 





for Dealers 


Nowhere else can such effective dealer co- 
operation be secured as that given by Alabas- 
tine Company. 


Write TODA Y for our liberal array of dealer 
helps — for window cards, counter displays, 
color cards, booklets illustrating Alabastine 
uses and new Opaline effects obtained with 
Alabastine. 


Ask for information about the many uses for 
Alabastine Dry Positive Colors, our special 
Stencil offer, and other impressive cooperation; 
and we will put you on list to receive our in- 
teresting FREE publication, ‘Brush and Pail’’ 


| which 30,000 dealers have found very helpful. 





All of these helps are tied in with and sup- 
ported by our extensive national advertising. 





Alabastine FREE Help * 25,000,000 homes reached 


with ALABASTINE ads in 
the following publications: 


Ladies’ Home Journal, Pictorial Review, 
McCalls Magazine, Country Gentleman, 
H keeping, Delineator, Woman’s Home 
Companion, People’s Home Journal, Modern 
Priscilla, Woman’s World, Holland’s Maga- 
zine, Needlecraft, Household Magazine, 
Better Homes & Gardens, People’s Popular 
Monthly, Farm Journal, Successful Farming, 
Farmer’s Wife, Capper’s Farmer, Farm Life, 
Farm & Fireside, Hardware Dealer’s Maga- 
zine, Good Hardware, Hardware Retailer, 
Hardware Age, Southern Hardware, Amer- 
ican Paint & Oil Dealer and newspapers 





F everywhere, 
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SPRUCE LADDE 


Spruce Only—Air Dried—Full Strength 


Send Us Your Order—We Pay Freight 
Can’t Sell Them If You Don’t Have Them—Get Latest List 


WwW. W. BABCOCK CO. Bath, N. Y. 
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Paint, Like 
Advertising 
Works Wonders 


A MILLION dollars a letter is the 
value placed on a slogan used to 
advertise Paint and Varnish. 
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e * 2a What made the “Save the Surface” c 
Will Fill slogan so popular? Good advertising 
the Holes and the thought it contained: To save 
property as well as improve tts appear- 2 
ance. ea 
Knot holes, mouse holes, screw holes, any kind of < . ae 
smaller holes, are quickly and permanently filled Now Paint, like advertising, can be 
with Plastic Wood, the amazing product that han- made to work wonders. 


dles like putty and hardens into wood. It’s a great 
seller for household repair jobs—does not disinte- 


But don’t expect dealers to spread 





grate or crumble, and takes paint, lacquer and var- your paint story and consumers to 
nish perfectly. spread your paint unless you mix your 
Carried by Hardware and Paint Wholesalers paint message with good adver tising 
Y% Ib. can 35c each 1 Ib. can $1.00 each and spread it in the right medium. 
12 —l 33) ° ° ° 
ets SOT That medium is the Paint and Var- 
Addison-Leslie Company Manufacturers Canton, Mass. . 
nish Issue of Hardware Age—the 
Ploctis Weed lor prastioas secer ior snaking 0 Frasie Weed meaelite. fourth issue of each month. 


























HE public is fast learn- % 
ing that “‘you can't e 
paint a house with apple- : 
sauce. Dealers who dis- F 
play this now famous 2 
Sherwin-Williams sign. will = 
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trade-mark tell you so. 


cy BRUSH.NU COMPANY ec 





i : 
BALTIMORE MARYLAND Cleveland, Ohio 
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Special $15.00 Assortment Offer 


This snappy metal Display Sign, with cut-out 
for can, contains 14 of our best selling Decal- 
comania Designs for furniture decorations. 
Just right for Dealers who want to start with 
a small stock. The sign is FREE. The assort- 
ment retails for $40.00. You more than 
double your money. Write. 


Lewis & Freeman 5, G22 ave. Cleveland, Ohio 











| On Skimping 
Quality — 


E could cut corners and 

skimp on quality. But in the 
long run we all— you, your cus- 
tomers, and ourselves — would pay 
the penalty of inferior quality, 
poor workmanship, false economy. 
We can’t afford to make paints, 
varnishes* and enamels that are 
not the best we know how to make. 





Mt 2rgall-Butler Gin 


AKERS OF 
VARNISHES : ENAMELS : PAINTS 


BUFFALO, N. Y. 


New York Chicago Washington,D.C. Cleveland 
4 


*UTILIVAR, a utility varnish for all 
surfaces. 








THE OFFER OF AN 
Unusual 


Opportunity 


Get an exclusive 
territory on the 
rapid selling 


ATOMISTER 


A Positive Pressure 
Spraying Machine 
Priced to 
retail at 
$37.50 
including 
big profits 


for you 









There is as wide a demand for the ATOM- 
ISTER Spray Machine as there is for paint 
and lacquer. Every householder—every prop- 
erty owner—every business needs this time 
and labor saving device. It atomizes any 
liquid, including all kinds of paints, varnishes, 
oil, whitewash, insecticides—and it will do a 
better painting job in one quarter the time used 
on other means. 


THE ATOMISTER 


is not a toy—not an air blower—but a compact 
compressing unit that breaks the material to 
be sprayed into a fine even mist, and assures a 
smooth finish on every paint job. 

It is simple, compact, and any one can operate 
it. Plugs into a light socket and works so pro- 
ficiently that one customer sells many others. 
It is fully perfected, and fully guaranteed. 


Plenty of advertising and display support— 
and at a retail price of $37.50 it will move fast, 
with quick, real profits to you. 


Write for full particulars and our 
unusually liberal policy 


THE ATOMISTER CORPORATION 
Rahway New Jersey 
































#0 





HARDWARE AGE for May 24,1928 








Mixing WHITE-LEAD PAINT 


now matter of few minutes 


EASIER, QUICKER! 


New Dutch Boy soft paste white-lead cuts mixing 
costs, saves time and labor. Just pure white-lead and 


linseed oil— nothing else 


N Dutch Boy soft paste white-lead you have a product 
for painters and other paint buyers that saves time and 
labor, that cuts mixing costs. You give them the same, old- 
reliable white-lead they have always known, but they get it 
in a more convenient form. 


This new product is pure white-lead mixed with sufficient 
linseed oil to produce a soft or easy-to-thin paste. It comes 
ready for tinting and final thinning, reducing to brushing 
consistency with remarkable ease. With it pure white-lead 
paint can be mixed at the rate of a gallon a minute. 

Here’s all the user does: Stirs the paste a little, pours it 
from the keg into a mixing bucket, stirs in drier, oil, turps. 
The paint is now ready. 

With Dutch Boy soft paste white-lead, the customary first 
“breaking up” is eliminated. That part of the mixing is 
now done in the factory. 


How Dutch Boy Soft Paste is Sold 


The Dutch Boy trademark on each package guarantees 
: that Dutch Boy soft paste white- 
lead contains pure white-lead and 
pure linseed oil—nothing else. Sold 
in 100 Ib. steel kegs, and in 50, 
25 and 12% Ib. steel pails, fitted 
with air-tight heads. 


tA 7 7 


Dutch Boy soft paste white-lead is the same strictly pure 
white-lead always sold under the Dutch Boy trade-mark 
— but instead of being a fairly stout paste, it is a soft 
paste. In other words, it contains enough additional lin- 
seed oil to eliminate the biggest part of the mixing job. 














NATIONAL LEAD COMPANY 


New York, 111 Broadway Boston, 800 Albany St. 
Buffalo, 116 Oak St. Chicago, 900 West 18th St. 
Cincinnati, 659 Freeman Ave. Cleveland, 820 W. Superior Ave. 
St. Louis, 722 Chestnut St. San Francisco, 235 Montgomery St. 
Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth Ave. 
Philadelphia, John T. Lewis & Bros. Co., 437 Chestnut St. 


DUTCH BOY oft faste WHITE -LEAD 
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RELLY “KAMP AXE” wom 


A practical, serviceable high grade tool 







Rustless luster black finish 


14-inch Hickory handle 
stained walnut or forest 
green 


Genuine high grade leather 
Sheath 


For Hunters, Campers 
and 
General Household Use 


The Boys 

will soon be 

going to camp. 

Their equipment 

will not be complete 

without a Kelly “Kamp” Axe 


A HANDY TOOL FOR 
THE AUTOMOBILE KIT 


Should Be in Every Hiking and Camping Outfit 


Kelly Axe & Tool Co. 
Charleston, W. Va., U.S.A. 
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‘The largest 
factory in the 
world devoted 


lo the manu~ 
facture of 


lar 
Clinch Rivets 


1 OApproved. / 


——— by the keenest 
buying "ae in in the country 


PULLING THE STRAWS 


Short or long—perfect and imperfect— 
whether you pull straws, or dip for rivets, 
it’s like a game. Be certain to get rivets 
of quality. You'll lose with the cheaper 


grades. Constant inspection keeps our 
product unvaryingly up to the high stand- 
ard on which our reputation has been 
built. Quality holds good-will, and allows 
no chance for complaint. 
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TUBULAR RIVET & STUD 
cot rerense COMPANY 
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Its aPexto— 


You can be assured that in offering Pexto Pliers 
to your customers that you are offering them the 
finest tools that it is possible to make. 


The Pexto ‘Peerless’ Plier No. 600, illustrated 
below, is of the side-cutting, lap-joint type. It is 
drop forged from a high grade, special analysis tool 
steel; has bevelled head, full polished, with gun 
barrel finish on handles. Each plier is tested to 
cut 10,000 Ib. guy wire. 


A trial order will convince you of the sales oppor- 
tunities on this plier. Show them to the line man, 
electrician and others who require a heavy duty 
plier. 


“I sure do like the PEXTO Pliers. They cut 
easily and cut clean, too. They have just the proper 
degree of hardness and temper and stand up under 
hard every day use.”’ 


Over sixty styles—Ask for Catalog No. 26T 
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Our Galvanized Hardware Cloth Is Durable 


When you sell a roll or a piece of Wickwire 
Brothers Galvanized Hardware Cloth you are rea- 
sonably sure to see the customer back for more of 
the same brand. Durability is the reason. 


One reason for this durability is because the 
wire is 


Made from Open Hearth Steel 


produced in our plant where every operation is 
under our personal supervision. 


We use only Full Gauge Wire and this wire is 
thoroughly galvanized after it is woven. 


Made in 2, 2%, 3, 4, 5, 6 and 8 mesh. Standard 
widths, six inch steps 12 to 48 in. Special widths 
made to order. Put up in 50 and 100 lineal foot 
rolls. 


Miscellaneous 


Wire Nails and Brads 


Don’t overlook the fact that we manufacture a 
very high grade line of Miscellaneous Wire Nails 
and Brads. 


Made in all sizes from 3/16 inch. No. 24 gauge to 
a 12 inch spike, with special heads or points, 
barbed or smooth. Put up in handy packages of 
4%, Y% and | pound quantities. These packages 
are shipped in cartons. 


Also obtainable in 5, 10, 25 and 50 pound boxes 
and in kegs. 


Our Other Products Include 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 

Wickwire Bronze 
Screen Cloth 

Poultry Netting and Staples 








Write your Jobber for full information 
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ALWAYS DEPENDABLE 


























LWAYS the same— 
satisfactory _ tensile 
strength and a bright. 

: clean, all-over-ma- 

chined finish—Scovill Cap Screws can be depended on for first 

rate performance in every job. The modern and efficient 
methods employed by Scovill guard against any slip in quality, 
against the possible inclusion of a poor screw which is apt to 
raise such havoc with a customer’s assembly costs. And in 

order that you may never be troubled with a stock shortage, a 

large supply of Scovill Cap Screws is kept on hand in the 

Waterbury and Chicago warehouses. 























Scovill means SERVICE to all who require parts or finished products 

of metal. Great factories equipped with the last word in laboratories, 

and modern machinery manned by skilled workmen, are at your dis- 
posal. ’Phone the nearest Scovill office. 


SCOVI. 


MANUFACTURING COMPANY .- - Waterbury, Connecticut 














NEW YORK — CHICAGO — BOSTON — SAN FRANCISCO 
DETROIT — PHILADELPHIA — LOS ANGELES — ATLANTA 
PROVIDENCE — CLEVELAND — CINCINNATI 






IN EUROPE — THE HAGUE, HOLLAND 






Member, Copper and Brass Research Association 
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Every Atkins Silver Steel Saw Advertise- 
@ ment is Your Advertisement @ 

















ATKINS 
NEW CAT-.- 
ALOG IS 
NOW 
READY— 
SEND FOR 
YOUR 
COPY. 


“At Your Hardware Store” 


if you will cooperate in making use of the material 
which we have provided for you, such as window dis- 
plays, posters, etc., you cannot help but build better 
customers and greater profits in your business. 

They are asking for ATKINS SAWS. Have you a 
good stock? 


There are over 50 million Atkins advertisements ap- 
pearing during this year featuring the idea “AT YOUR 
HARDWARE STORE.” There are many ways in 
which your hardware business can receive the benefits 
of ths ATKINS ADVERTISING. 


If you, as the dealer, will regard this as your campaign; 








E. C. ATKINS & COMPANY 


ESTABLISHED 1857 


The Silver Steel Saw People 


Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
Atlanta Minneapolis Portland 
Chicago Paris, France New Orleans Vancouver, B. C. San Francisco 
Seattle 


Memphis New York 
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i C ontents Are You Getting the 
2 it? 
Trade Winds, by Llew S. Soule........... oe Se 39 Benefit : 

ee ee eee ee 40 DEAS that will greatly help 

My Old Apple Tree, by Saunders Norvell............... 42 to overcome the many prob- 

; lems of the hardware man 

Lawn Mower Sharpening Is Profitable.................. A4 are being made known regular- 

Do You Know How to Study? by H. Addington Bruce... 45 ly, through various channels of 

ee ere er Ler e eee eee 46 information. The most con- 


47 venient form for you is to get 
; them from your trade paper. 
In this issue of HARDWARE AGE 


More Letters on the Guarantee of Tools 


Feature Different Stocks and Their Locations, by Guy 

















ES Oe Paar | ee, eee 48 there is an unusually large list 
wee Bram Behind the Cotter... ......ccercccsssceccts 50 of subjects treated in a most 

Wiss us Renews About Brusve 5] understandable way. 
1 Sale Lead 5 able NP pt aareee ge os When you have read them, 
osaie OE OR i eh Ee Oe ee ee ee ee eee Pee hy see how they are adapted to 
Ps ee ACUTE SOS... oo ccc ew wevecse 53 your needs, and if necessary 
pe OR II UINNTS bos wicieuiownnsudeeeee'sindsuiees 54 modify or elaborate them, but 
What a Paint Seller Should Know About Lacquer........ 56 put them to work. They will go 
Varni ae ries a long way toward eliminating 

Se CE IN ee ok RNa Ne doce c ees 57 many of your problems. 
DEPARTMENTS Read What They Say 

Current News of the Trade.................ccc000 59 About Us 
. 7 ‘ “It gives me great pleasure to re- 
Weekly Washington Letter, by L. W. Moffett........ 63 seek ean niacin ho. iatnihien 
General Market Information....................... 64 Ace, and I look forward every week 
; to your excellent editorials and the 
; RE MIN PN i sies corn kbcdree ncn sess ones 88 articles written by Saunders Norvell. 
ee “There is so much good, meaty 
ig reading in Harpwarge Ace that / 
CRO can truthfully state it has greatly 


Branch Office Representatives of Hardware Age 
EDITORIAL 


benefited me in my business, and 
would suggest all hardware dealers, 
and especially their clerks, not only 
subscribe for Harpware Ace, but 
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1862 Hanna Bldg. 536 Investment Bldg. 


ADVERTISING 


PHILADELPHIA: Harotp G. BLopGEtt 
1402 Widener Bldg. 
New York: P. J. en 
239 W. 39th 8 
Boston: CHauNcey F. BENGLIsH 
425 Park Sq. Bldg. 
SupscripTion Price—United States, ite possessions, Canada, Mewico, Central America, 
South America, oe. and ite colonies. 1 year, $3.00; 2 years, $4.00. Foreign ocoun- 
tries, not taking domestic rates, 1 year, $6.00. Single 3, 25. each. Subscription 
remittance should be made by Check, Post Office Money Order, Bopress Money Order 
or Bank Draft, payable to Hanpware AcE, New York. 
Member of the Audit Bureau of Circulations 
Member of the Associated Business Papers 


CuHicaco: R. R. CRONKHITE 


1362 Hanna Bldg. 

















ceiving Harpware AGE. Don't 
know how any hardware dealer or 
salesman can keep house without it.” 
(Signed) H. D. ARMSTRONG, 
Hutchinson, Kan. 
“We enjoy yourmagazine very 
much, as tt is full of useful informa- 
tion to us.” 
(Signed) N. H. Lone, 
Mount Vernon, Tex. 
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The most important 





A free -turning, 


free-spinning hinge pin for 
heavy loads takes the place 
of the old familiar fixed pin, 
eliminating friction and doing away with one of 
the chief causes of hinge failure— Lateral Wear. 


Every one who knows hinges has seen pins scored 
with deep rings by friction from the moving 
knuckles of the free hinge-leaf. As these deep 
grooves are worn the hinge becomes looser and 
looser. The door sags. The hinge gets the 
blame. All because of Lateral Wear caused by 
the dead weight of the heavy door and friction 
against the fixed pin. 


McKinney Roller Pin Hinges entirely eliminate 
hinge failure from lateral wear. The hinge retains its 
accurate alignment and perfect action. Doors can- 
not sag from this commonest of hinge weaknesses. 


This is the first hinge to be protected against the 


Advance in Hinge Design 
in recent years 


From the pencil point down, this McKinney 
Roller Pin revolves freely with the knuckles 
of the moving leaf. It eliminates friction and 
eradicates lateral wear. The top of the pin is sta- 
tionary within the knuckle of the stationary leaf. 






disastrous effects of LATERAL 
WEAR. It is not overstating the 
case to call it the most important 
advance in hinge design an- 
nounced within recent years. 


Specify and sell McKinney Rol- 
ler Pin Hinges for jobs where 
doors are subject to severe serv- 
ice; for heavy doors; for metal 
doprs where even a slight sag is 
fatal; for any doors where the 
owners want to forget that there 
are such things as hinges. 








For information, write McKin- 
ney Mfg. Co., Pittsburgh, Pa. 
Branches at Boston, New York, 
Baltimore, Chicago, San Fran- 
cisco, Montreal, Toronto, Phila- 
delphia, Los Baar t and 
Atlanta. 





Illustrating the effect 

of lateral wear on the 

ordinary fixed pin. The 

moving knuckles bite 

into the pin like teeth, 

A sagging — is the 
result. 


McKINNEY HINGES 


protected against lateral wear by the 


ROLLER PIN 
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INDS 


By Llew S. Soule 








Chain Store Competition 
The Chain Executive’s Viewpoint and Ours 


HE heads of great chain store organizations 

have their own definite ideas as to why they 

have made such progress to date. First, they 
put efficiency, and we are willing to concede that they 
are efficient. Next, they put location, and any fair 
minded man is willing to concede that they do pick 
good locations. 

Why, however, should an independent merchant 
fear either efficiency or location? He can be just 
as efficient as any chain store man, if he chooses. In 
very many cases he is equally efficient. Also in many 
cases his location is as good as his town affords. Per- 
haps there is a clue to real reasons for concern in 
other things which chain store executives pin their 
faith to. Let’s consider some of them. 


To begin with, chain-store executives pay particular 
attention to individual stores which fall below the 
general average of sales. They change managers and 
clerks; they use special advertising. In fact, they 
make the weak store an individual problem until it 
is put on a profitable basis. The fact that the in- 
dependent hardware merchant has but one store does 
not debar him from a similar method. His individual 
store is his individual problem all the time. But he 
can go farther. He can departmentize that store, 
locate the weak departments and study those weak 
departments as individual problems. 


Chain stores find out where their profit leaks are 
and stop them. They check all expense items which 
seem high. They insist on accurate weighing and 
measuring. Any independent merchant with back- 
bone can do the same thing. There is nothing mys- 
terious about preventing profit leaks. 

Chain stores get rid of all merchandise which does 
not sell on a fair turnover basis. They use an ex- 
change system to regulate stocks. They weed out un- 
profitable items. No particularly heavy brain power 
about that. It’s merely common sense and intelligent 
effort. Certainly the independent retail hardware 
merchant has his full share of common sense and is 
willing to work. 

Managers of chain stores are required to meet a 
certain standard of cleanliness and a certain quota 
of sales. If a manager cannot keep his sales volume 
up to general average, out he goes. That weeds out 
lazy or inefficient managers and clerks. Again, there 
is nothing mysterious or remarkable. The inde- 


pendent merchant can set up standards and quotas 
and make jobs dependent upon results. 

Chain stores discount all their bills. Well, why 
not? Discounting bills is a profitable thing to do, 
and the time will come when no merchant who does 
not discount his bills can stay in business. 

Chain store prices are set by the general manage- 
ment—not by the individual managers. They are 
uniform and are maintained. We will leave out of the 
discussion at this time the matter of low prices, and 
consider only the fact that chain store prices are 
uniform for each chain, and are not subject to re- 
vision by the individual managers. Independent 
merchants cannot agree on prices; the law does not 
permit it. They can, however, maintain a uniform 
price standard in their individual stores. 

Employees of chain stores are required to wrap 
advertising matter with all fast moving items. That 
advertising matter may include certain leaders, but it 
features the slower selling items. There is no patent 
on that idea, and every independent retailer has plenty 
of advertising material on hand furnished free by 
the manufacturers. Why worry on that score? 

Chain store managers have no buying and credit 
worries, and can devete their minds and energy to 
sales. That’s a little harder problem to cope with. 
Buying has to be done—but buying can be delegated 
to certain individuals, while others give their entire 
time, thought and effort to selling. Credit can be 
placed on a sensible, practical basis, with collections 
promptly attended to. Also those items on which 
there is chain store competition can be put on a cash 
basis. If the independent retail hardware man is to 
compete with the chains successfully, such items must 
be sold for cash. 

As you study these methods to which chain store 
executives attribute so much of their success, is there 
any overwhelming reason why they should be con- 
sidered formidable competitors of independent retail 
hardware stores? 

In the list as given—no. Those methods can be 
met, and are being met. But there are other factors. 
Otherwise, efficient hardware merchants who dupli- 
cate those methods, even to the discounting of bills, 
could afford to forget chain store competition. 

Perhaps the chain executives have other reasons 
to thank for at least a part of their growth. A wasp 
is small, but it packs a wicked sting. 


This is the fifth of a series of articles in which the Editor ‘of Harpware AGE will discuss 
Chain Store Competition in all its phases. 
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This colorful and pleasing window display was a successful attraction for the Beeson Hardware Co., High Point, N. C. T 
window display below was shewn by Coombs & Oliver, Oyster Bay, N. Y. It was arranged by Sidney” Oliver ‘and | gS ogy 








AWN mowers, garden tools, seeds and other garden- 
ing necessities were easier to sell to the home 
gardeners in High Point, N. C., after the Beeson 


Hardware Co. placed 
the appealing display il- 
lustrated in one of its 
windows. A. G. Marsh, 
the company’s display 
expert, conceived the 
idea of arranging a win- 
dow to look as much like 
a garden as possible, yet 
to have all the necessary 
features of a good dis- 
play. He had a back- 
ground painted for the 
display, resembling a 
spacious lawn of an 
estate. A trellis, upon 
which artificial blooms 
were placed, furthered 


ow that Spring Is Here! 


Garden and lawn equipment will move more 
rapidly if you present them in the pleasing 


way that these merchants did 








the flower garden idea, as did the grass mat on the floor. 
The window was not crowded with a miscellaneous 
assortment of merchandise. 


A rake, spade, hoe and 
mower were representa- 
tive of the Beeson Hard- 
ware Co.’s line of gar- 
den tools, while a hose 
reel, several lengths of 
hose and a variety of 
sprinklers completed the 
merchandise in the win- 
dow. A full-size figure 
in a light, attractive 
spring dress dominated 
the display. This, to- 
gether with the special 
lighting attracted atten- 
tion to the display and 
the carefully arranged 
merchandise received 
special consideration 
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Charles Kurzon, 97 East Houston Street, New York City, had the above attractive spring goods display in one of his windows recently. 


Sales were noticeably stimulated. 


from the passersby, due to natural setting, which facili- 
tated inspection. 

Balance is the dominating factor of a recent display 
in the window of the Roberts Hardware Co., Utica, 
N. Y. This display consisted for the main part of 
garden tools and other spring and summer necessities. 

A. W. Cellini, who has trimmed the company’s win- 
dows for the last six or seven years and who is also 
the sporting goods buyer, desired to make a display of 
general spring items but placed a refrigerator in the 
center of the back, as a center foundation from which 
to build upon. A fireless cooker and oil cook stove 


The Roberts Hardware Co. spring goods display is reproduced below 


completed the background. In the front of the window 
were placed many items in demand during the current 
months, including some of the sprayers manufactured 
by D. B. Smith & Co., Inc., of Utica. This tie-up with 
home industry was found to be extremely beneticial to 
both companies, as the Smith Banner Sprayer enjoys 
an especially good sale in the spring and summer months. 

The Roberts Hardware Co. has one of the most at- 
tractive stores in the State of New York. It is a pro- 
gressive organization and enjoys a well earned reputa- 
tion among the residents of U to whom it has been 


supplying quality hardware for many years. 
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My Old Apple Tree 


By Saunders Norvell 


ceived on the subject of cutlery: 
151 Chambers Street, 
New York City 
May 11, 1928. 


Hiss are just a few of a number of letters re- 


“Dear Sir: 

“Permit me to compliment you on the two splendid 
articles on cutlery which were published in the Harp- 
WARE AGE of May 3 and 10. I, personally, thoroughly 
agree with all that you have written. 

“That the hardware dealer is losing the cutlery busi- 
ness is a very evident fact and the reason is unques- 
tionably due to his lack of interest in cutlery, lack of 
proper display and disposition to stock cheap lines of 
poor quality. 

“Representing a manufacturer, who for the past 
ninety-four years has consistently adhered to a_ policy 
of making the finest cutlery that can be produced, has 
been a task full of grief because of the constant trend 
on the part of hardware jobbers and dealers to price 
merchandise. 

“The concern that I represent has made quality and 
talked quality always and now, through a nation-wide 
campaign, is attempting to educate the public to quality 
in cutlery. Such articles as yours are a great joy to 
me and I hope sincerely that the busy hardware man 
will take the time to not alone read them but let the 
truths sink in and begin to see the light. 

“It is my opinion that the buying public have had 
enough of cheap, worthless goods and the dealers who 
first realize it, sell out their trashy lines, replace them 
with high-grade, dependable goods and let the public 
know where good cutlery can be had, will build back 
their cutlery business thereby helping to again estab- 
lish that pride of possession that the American public 
once knew in connection with the cutlery in the home. 

“More power to your pen when writing articles on 
the cutlery situation which I am looking forward to 
reading with the anticipation of great pleasure. 

“Yours truly, 
“F. B. HINCHMAN 
“N.Y. Manager, John Russell Cutlery Co., 
Chief Booster, N. Y. Hardware Boosters.” 
i. 2 
Tue Economy HarpWARE STORE 
J. J. Carmichael, Proprietor 
Modesto, California, 
May 7, 1928. 
“THE HARDWARE AGE. 

Dear Sirs: I have just read articles on cutlery. To 
begin with, I have been selling cutlery for forty-seven 
years. Formerly I bought of anyone that had good- 
looking knives and sold ’em cheap. This applied to 
pocket cutlery, butcher knives and shears. I had no 
regular trade on these goods and often the customers 
complained of the quality, so I made a complete change 
and put in a line of pocket cutlery and butcher knives, 
made in Bradford, Pa. I picked up all of my old stock 
and sold it out at bargain prices. Today I have a neat 
show case in which is displayed sixty kinds of pocket 
knives, all of them priced, every blade is crocussed and 


sharp. Underneath the pocket cutlery is the line of 
household and butcher knives all of the same make; in 
another case I have the shears similarly arranged, and 
I enjoy a very good cutlery business. The only way 
to get and keep cutlery stock moving is to concentrate 
on one complete line. In this town of 17,000, I have the 
exclusive sale and am treated right, and I think this 
rule will apply to other lines and I am trying it out as 
far as possible. 
Sincerely yours, 
J. J. CARMICHAEL. 
* ok 


Unitep HarpwareE & Supp.y Co. 
Office of the President 


Titusville, Pa., May 12, 1928. 

“Dear Sir: I am taking occasion to again express my 
approval of your articles entitled, “Putting Cutlery 
Back Into the Hardware Store.” 

About a year ago I commenced to talk with cutlery 
manufacturers about the very subject which you pro- 
pose in your article, namely, that the cutlery manufac- 
turers throughout the country appropriate a substantial 
amount of money in advertising in attempting to make 
the country “pocket knife conscious,” similar to the 
national campaigns of the paint, lumber, cement and 
flower people and many others. Your suggestion of 
confining this business to the hardware stores puts a 
slightly different phase on the matter, because there are 
many other people selling pocket knives besides hard- 
ware stores and they might be antagonized, and certain 
manufacturers, whose outlets are through others than 
hardware stores, might not participate in the contri- 
bution to “your” advertising appropriation. 

“Tf the committee having this in charge should see 
fit to confine this to the hardware stores, then the hard- 
ware trade should share somewhat in the expense, di- 
viding this between the bardware jobbers and the retail 
dealers. I believe that this will have to be an individual 
and not an association matter, but make a suggestion to 
every dealer as to the amount that he should contribute, 
based somewhat on his annual sales. For instance, at 
one of our stores we sell at our cutlery counter some 
twenty-five thousand to thirty thousand dollars a year. 
This, of course, includes something else besides pocket 
knives, but I know that if an intelligent plan was sub- 
mitted, in which others would join and the plan met 
my approval, that I would be willing to devote a part 
of our advertising appropriation. If this plan is adopted, 
I would suggest that instead of spending all of the 
money in the national magazines of wide circulation, 
that only about one-third be spent in this way and the 
balance be spent in the local newspapers, which I con- 
sider a far more effective'way of reaching the buyers 
than in the national magazines of large circulation. 
Then, if this plan was adopted, each hardware store 
participating in this publicity could be named in the 
advertisement in the order of the size of their contribu- 
tion. 

“I am not in favor of going at this thing in a small 
way. I would suggest that a minimum amount of 
$500,000 be raised and that the advertising commence 
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in September or October of each. year and continue 
through until December. An experiment could be made 
for two years with this amount of money and then if 
it seemed to yield results it would be much easier to 
raise a large amount in subsequent years. 

“If you would like to see a real good cutlery depart- 
ment some time, come out to this country and bring your 
golf sticks and we could discuss this subject—if it 
would not interfere with our golf game!!!! 

“I would be glad to have your reaction to this matter 
when you have had time to think it over. There is no 
hurry about the reply. 

“Yours truly 
S. S. Bryan.” 


* * * 


The following are just extracts from a letter from 
a prominent jobber in the Northwest. All of the per- 
sonal part of the letter has been omitted: 

“I have just finished reading your last article in the 
HarpwareE AGE of May 10, “Put Cutlery Back Into the 
Hardware Store,” and your suggestion that advertising 
on the part of the manufacturers will do much to bring 
back the popularity of pocket cutlery coincides with my 
own ideas. 

“Mr. X called on us last Monday and when visiting 
with him I told him that I would like to see X Com- 
pany use a number of full-page advertisements in va- 
rious popular magazines, got up somewhat as follows: 

“Border the whole page with illustrations of the va- 
rious real uses a pocket knife is put to daily—the center 
space to be used for a general description of X cutlery, 
and talk on quality. 

“The small illustrations could be used for smaller ad- 
vertisements in folders, etc. 

“T do not know whether the advertising experts will 
consider this suggestion to be of any value or not, but 
give it to you for what it is worth. 

Respectfully yours, 
F. H. Gates, 
Hackett Gates, Hurty Co.” 


* * x 


Even at the risk of being criticised, I cannot resist 
the opportunity to tell a good story. The president of 
a large jobbing hardware house was in my office and 
had commented very favorably on my cutlery articles. 
While I was discussing the matter with him a letter 
was handed to me by my secretary from one of this 
jobber’s traveling salesmen. This letter said: 

“I am fed up on your articles on Cutlery—I don’t 
like them! I think you are writing too much anyhow. 
I am cancelling my subscription. 

Yours truly, 
XX.” 

The president of this salesman’s company and the 
writer had a good laugh over this letter that happened 
to drop in at such an inopportune moment. I am writing 
this salesman that I fully agree with him on every 
count. Possibly, however, the president of his company 
may take a personal interest in this salesman’s cutlery 
sales from this time forward. 


* * * 


sut why write so much about cutlery? This morning, 
when I arose early and took a walk around the place 
before breakfast, the whole of nature seemed to be 
bursting with a passionate intoxication of blossoms. On 
every path and in every corner the flowers were bloom- 
ing. The air was heavy laden with incense of the 


blossoms; bees drunk with the excitement of the honey 
feast were coming and going from plant to plant. Most 
of the fruit trees, years ago, we had planted ourselves— 
some of them only seeds—others slips. From year to 
year we have watched them grow. 

As I stood with my head up among the blossoms of 
one of the trees and looked out across the blue water of 
Long Island Sound, I would have been cold indeed if 
I had not thrilled to the spring beauty of this world of 
ours. To me Spring is always typical of the Resurrec- 
tion. Nothing, to my mind, more logically points to 
some form of the immortality of the soul than the 
annual recurrence of spring. Somehow, as I trod on 
the soft grass the memory of a radio song buzzed in my 
ears—the refrain of which is: “For the best things in 
Life are Free.” Well, that may all be true of moonlight 
or spring breezes, but it is certainly not true of gardens. 
What knowledge and care and expense it takes to pro- 
duce a beautiful garden! 

In our garden there is one particular tree that is a 
personal pet of my own. I claim this tree as my own 
property. Once upon a time our place was evidently 
an orchard of a farm. In this orchard there was an old 
well. This well still is there. It is now covered with 
boards, but some day, when my ship comes in, I am 
going to buy one of these round Venetian marble well- 
tops and place it over this old well. Of course, it must 
be white marble; it must be carved around the sides with 
a procession of dancers from the Temple of Dionysos. 
Then over this well there must be an iron grill, some- 
thing that looks old and worn. I feel that this old well, 
after all these years of faithfulness, should be 
dressed up. 

Now, I am especially interested in this well because 
beside it grows an old, old apple tree. When we bought 
the place the ants had almost eaten out the heart of this 
cld tree. As I stood and watched it the ants traveled 
in long processions that were coming and going up the 
leaning trunk. With its heart almost gone, neverthe- 
less, this old apple tree that year, on one side, was cov- 
ered with a mass of lovely blossoms. It was a curious 
fact that only one side blossomed. The following year, 
strange to say, only the other side blossomed! There 
was something about this old tree that, to me, was 
pathetic. Here it stood, after the storms of many years, 
all twisted and gnarled, with the ants eating out its 
heart and still with all the passion of youth this old tree 
blossomed. Well, I just fell in love with this tree, and 
so I wrote Mr. Davey, the tree surgeon, and one day 
an automobile drove into the place and several young 
tree surgeons dressed in khaki jumped out. They were 
a fine, husky looking bunch. They looked like young 
soldiers—possibly they were wearing out the uniforms 
they wore in France. 

First of all I took them to this old apple tree. They 
looked it over critically; they struck large chisels into 
the open side of the tree and dug out the rotten wood. 
“She is pretty far gone,” remarked one of the young 
tree surgeons. ‘‘Well, boys,” I said, “if you are as good 
as your advertisements say you are, I want you to save 
this old tree!” Somehow I have a superstition that as 
long as this tree lasts I’ll last, and when this tree goes, 
then I go. 

Then these young men examined it very carefully and 
they told me that once upon a time, long ago, this tree 
was grafted and therefore it was actually two trees in 
one. That was the reason why one side bloomed one 
year and the other side bloomed another year. “Apple 
trees,” so they said, “only produce at their best every 

(Continued on page 95) 
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C. D. Woodmancy with his traveling repair car, a small part of which provides sharpening equipment for lawn mowers 








Lawn Mower Sharpening Is Profitable 


The retail hardware merchant is in an advantageous position 

to obtain this business, which frequently leads to more sales, 

not only of mowers but other hardware items, such as lawn 
and garden tools 


AWN mower sharpening, if properly done, is lucra- 
tive and is not hard work. There are many 
dealers who have no shop for repairs and have 

not installed sharpening apparatus, due to an idea that 
such equipment was necessarily bulky, complicated and 
expensive. ‘This is not true, as there are on the market 
at the present time several practical, easy to operate and 
inexpensive machines, which can easily be attached to 
any work bench. In some cases the devices do not need 
permanent attachment, but can be used whenever and 
wherever needed. 

Now that spring is here and lawn mowers are emerg- 
ing from their winter hibernation, an opportunity pre- 
sents itself to the hardware dealer that should not be 
overlooked. Each man or woman who purchased a 
lawn mower last year is a logical prospect for you this 
year. No matter how good a mower may be, after a 
season’s hard usage it will no doubt need a cleaning 
and sharpening. 

You have already established contact with these people 
who purchased lawn mowers last year. Perhaps you 
know something about the machines which they secured, 
their mechanical pecularities, etc. Why not go out to 
the customer, in circulars, letters or in person, telling 
him that youare equipped to render this necessary ser- 
vice. As laziness is a common habit, you are apt to 
miss this added revenue unless you go after it, for there 


are many people who will continue to use a dull, rusty 
mower because it is too much trouble to take it to a 
repair shop. Here is where the retail hardware dealer 
fits in advantageously. You can do this work; you know 
the customer and the machine; combine this knowledge 
and profit by it. 

In some cases it is entirely feasible to mount a 
sharpener on a delivery truck; in other cases it would 
interfere with the truck’s route. But the idea is of 
value and is worth consideration. 

The illustration shows C. D. Woodmancy with his 
traveling repair car. On it is mounted a lawn mower 
sharpener made by the Strite Governor Pulley Co., Min- 
neapolis, Minn. He also has a gasoline engine aboard 
which, besides driving the ‘sharpener, turns a small 
emery wheel. Mr. \WWoodmancy has an acetylene welding 
outfit which enables him to repair broken parts of 
mowers, etc., and also to burn out carbon from the 
cylinders of an automobile engine. 

The scope of work which can be done and the possi- 
bilities cannot be estimated. The retail hardware dealer 
who wants a share in the lawn mower repairing and 
sharpening business can well afford to secure a sharp- 
ening machine and go out after it. It is a real service 
and the compensation is well in keeping with the effort 
expended. 
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Do You Know How to Study? 


By H. Addington Bruce 


OVICES in any business must 
learn through study if ever their 
dreams of success are to come 


true. That is axiomatic. Every novice 
will agree to this. 


The tragedy is that a whole host of 
novices never get anything like an ade- 
quate idea of what study for business 
success really demands of them. 


It demands a deal more than book study 
—though, as a rule, it demands that, too. 


It demands study, attentive study, re- 
flective study, of men and of events. The 
day-by-day happenings in the office, store 
or factory where the novice is employed, 
his daily contacts with employers, fellow 
employees, even casual acquaintances, can 
and should furnish him with material for 
profitable study. 


Too generally ignored by novices—and 
by many who have emerged from their 
business novitiate—is the truism that 
every man can learn something from 
every other man if he be but studiously 
minded. 


From the experience of one man he 
can draw a salutary hint, from the ex- 
perience of another a salutary warning. 
And, obviously, so far as the winning of 
success is concerned, it is just as impor- 
tant to learn the things to be avoided as 
the things to be done. 


The student in business, accordingly, 
will study not only men who have suc- 
ceeded, but even more attentively men 
who have failed. “Why has So-and-So 
fallen behind in the race of life?” is a 
© 1927, Fred. A. Wish, Inc. 





question the novice will frequently put to 
himself. 


One man, he will find, has fallen be- 
hind from sheer laziness, another from 
lack of interest in his work, a third from 
habitual surliness and irritability, a fourth 
from a deficient sense of responsibility, 
and so on. 


To learn all this, however, there will 
be required reflective thinking. And re- 
flective thinking, I would urge on every 
business worker, is the very essence of all 
real study, be it study of men, of events, 
or of books. 


Most would-be students seem strangely 
unaware of this. They seem to assume 
that to study is merely to read, merely to 
absorb information as a sponge absorbs 
water. But just as the sponge dries 
quickly, so do they forget what they have 
“studied,” and it becomes useless to them. 


Always in order to hold what one learns 
and to profit from it, reflective thinking, 
thinking over what one sees or hears or 
reads, is indispensable. It has the advan- 
tage that it not only buttresses the mem- 
ory but adds to the store of one’s subcon- 
scious knowledge, and at the same time 
trains the subconscious, so to speak, to 
respond effectively to any sudden demand. 


There are times in the life of every 
business worker when he must originate 
ideas or rapidly reach decisions. Only can 
he do this when, through hard study, he 
has given his subconscious mind material 
for the fabrication of original ideas and 
sound decisions. 


This truth workers in every occupa- 
tion cannot too soon take to themselves. 
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Verified News 


SOUTH CENTRAL 
Jewett Lumber & Hardware Co. has been opened at Jewett, Tex. 
Brasch-Mitchell Hdwe. Co. is now operating in Levelland, Tex. 


Louis T. Daniels has opened a store on North Kentucky Street, McKin- 
ney, Tex. 


Hamilton-Benson Hdwe. & Furn. Co. has succeeded Hamilton-McGowen 
Co. in McLean, Tex. 


J. I. Riddle & Co., operating a retail store in Mexia, Tex., are adding 
a hardware department. “ 


— Hdwe. Co. has succeeded the Rio Grande Hdwe, Co. in Mission, 
ex. 


Barry Hdwe. Co. is opening a retail store in Munday, Tex. 
Slaton Hdwe. Co. has succeeded A. L. Brammon in Slaton, Tex. 


0. L. Oldham has purchased the Oldham Hdwe. Co. in Waxahatchie, 
Tex., and is operating it. 


8. E. Matthews & W. C. 
Carthage, Tex. 


G. A. Jones has taken over the R. M. Miller hardware store in Celina, 
Tex. 


McDowell-Jacobsen Co. have opened a retail store in Denton, Tex. 
The Grand Saline Hdwe. Co. is now open for business in Grand Saline, 
‘ex. 


Martin have succeeded H. C. Holland in 


McCulloum & Couch have taken over the business of Ellis & Couch in 
Haskell, Tex. 


Barr Hdwe Co. in Exeter, Mo., recently had a fire loss. 
ing is being erected. 

0. Y. Smith in Garden City suffered loss through fire. 
will be completed in June. 

L. L. Henderson has succeeded J. H. Gillespie in the Schaffer Building, 
Jameson, Mo. 

Hale Hdwe. Co. has taken over the business of Ornduff Hdwe. Co. on 
Main Street, Joplin, Mo. 

A. E. Johnson, 2605 Westport Road, Kansas City, Mo., has his new 
store open for business. 

Romanelli Hdwe. Co. & H. E. Lunsford, 1003 Pioneer Building, Kansas 
City, Mo., has recently been opened. 

Savannah Hdwe. Co. has succeeded the Graff-Dorel] hardware store in 
Savannah, Mo. 

Matthews Hdwe. Store is continuing the business of R. C. Grigsby in 
Sweet Springs, Mo. 

W. E. Hall has opened a retail store in Franklin, Ky. 

J. D. Williams & Sons, whose store in Beaver Dam, Ky., was recently 
destroyed by fire, has erected a new building. 

Bradley & Bradley have succeeded Ira L. Russell in Troy, Mo. 

J. R. Keeling & Son have succeeded the Citizens Hdwe. Co. in Lawn, 
Tex. 


The Westtex Hdwe. Co. has taken over the business of M. F. Brashear 
in Plainview, Tex. 


A new build- 


New building 


Bodkin & Little have taxen over the business of Fairman Co. in San 
Saba, Tex. 


Hardware Jobber Guides Air Traffic 





of Retail Stores 


The Monroe Street Hardware Store will soon open at 1521 Monroe 
Street, Wichita Falls, Tex. 


Thrasher & Raker have taken over the business of Raker, Thrasher & 
Warnick in Warrensburg, Mo. 
J. H. Carrier has opened the Laurel Hdwe. Co. in the Masonic Temple 
Building, London, Ky. 


The Pineville Hdwe. Co. has been organized in Pineville, La. 
open shortly. 
























Will 


CENTRAL STATES 
ded the Carrollton Hdwe. Co. in Carroll- 


doh 





Figeley-R h have s 
ton, Ohio. 
L. L. Perry has taken over the store of J. A. Parsons & Sons in 
Leipsic, Ohio. 
Van Lehn Hdwe. in New Philadelphia, Ohio, is conducting the business 
of Van Lehn & Scott. 
The I. & J. Hardware Co. has succeeded to the business of Doolittle 
Co., in Painesville, Ohio. 
F. E. Riley now controls the Riley Hdwe. Co., Richwood, Ohio. 
Hanson, Welsh & Peterson have purchased the stock of Salling Hanson 
Co. and have opened a store in Grayling, Mich. 
E. 8. Erickson’s store in Kasson, Minn.. is now known as the Erickson 
Hdwe. Co. 
L. A. Barker has opened a hardware store in McLeansboro, III. 
James McMillen has opened a store in Mundelein, II. 
Tex Bros. have succeeded G. A. Paul in Pana, II. 
F. H. Peske has taken over the business of H. F. E. Schrader in Bates- 
ville, Ind. 
Allman Bros. have opened a retail store at 127 West Sixth Avenue in 
Gary, Ind. 
— L. Gerrard has taken over the Gaston Hdwe. Co. in Gaston, 
Ind. 


Edward Erickson is now the sole owner of the Erickson Hdwe. Co., 
Afton. Iowa. 
H. H. Frey has taken over the hardware department of Frey & Frey 
in Austinville, Iowa. 
Lockwood Beed Hdwe. Co. has been opened at Hampton, Iowa. 
logs needed. 
H. S. Harper has succeeded to the business of Halbert Hdwe. Co. in 
Jerome, Idaho. 


Cata- 


EASTERN STATES 

P. J. Malbon is continuing the business established by his late father, 
P. J. Malbon, at 90 Commercial Place, Norfolk, Va. 
Polver & Hartom have succeeded Geesler & Keller in Conajoharie, N. Y. 


J. Freger has taken over the business of B. Mandell at 1335 St. Nicho- 
las Avenue, New York City. 


F. Wiley is managing the Davis Hdwe. Co. in Ashburnham, Mass. 


Bishop & Selleck have taken over the business of George H. Clark in 
Salisbury, Conn. 

















The first aerial sign post to make its appearance in 
Knoxville, Tenn., has been painted on the roof of a 
wholesale hardware house. C. M. McClung & Co. of 
Knoxville, realizing that Knoxville was on the path of 
many air transportation planes, had the word “Knox- 
ville’ and an arrow painted on the roof of its eight- 
story building. The word measures 150 ft. in length 
and each letter is 15 ft. high. The arrow points toward 
two nearby landing fields. The name of the company 
appears on the roof in smaller letters. The idea of 
placing the sign on the roof was conceived by J. S. Van 
Gilder, assistant manager of the company, while painters 
were renewing the signs on the side of the building. 
Considerable publicity in local newspapers was given to 
the McClung Company, when their attention was called 
to the initial aerial signpost. It will be recalled to mind 
that Col. Charles A. Lindbergh stressed the need for 
such signs during his recent tours over the country. 

This forward step to aid aviation is indicative of the 
progressive spirit of the McClung organization. 
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The discussion of the last several weeks has produced 
many opinions that have been representative of leaders 
in the hardware business of the country. Here are 
expressions from three prominent men on the subject of 


The Guarantee of Tools 


Customer Always Right 


“WE take the 
same position that 
Marshall Field al- 
ways did, that the 
customer is always 
right. We guaran- 
tee everything we 
make, and we do 
not question 
whether it is the 
consumer’s fault or 
our fault. We ap- 
preciate his giving 
us the opportunity to make good. 
Our theory is that it is expensive to 
get new customers and cheaper to 
maintain their good-will. Their re- 
peat business will be many times 
over the little cost of replacement. It 
is possible that the privilege may be 
abused. This we have found in very 
few instances, but even’ then we 
never question it.” 

(Signed) THOMAS FIsH, 
President, 

The Ready Tool Company, 
Bridgeport, Conn. 





THOMAS FISH 





Abuses Could Be Prevented 


“IT is this company’s belief that 
while guarantees are somewhat im- 
posed upon, and that perhaps more 
rigid measures should be adopted to 
prevent it, due to the fact that the 
average dealer is a little bit afraid 
of hurting his customer’s feelings if 
he fails to make good any tool that 
is brought in, it jis, however, the 
belief of this company that it is to 
the advantage of every company 
manufacturing tools, and particu- 
larly of this company, to see that 
their goods give their customers 
satisfaction for the purposes for 
which they were intended; that the 
quality of the tool steel that we use, 
that the methods we use in forging, 
heat treating and tempering, should 
be exact enough to guarantee that 
the tool that is shipped out is a first 
quality tool and should give satisfac- 
tion in performing the work which 
it was intended to do. Also that the 
inspection of tools before they go 





out should be rigid enough to prac- | 
tically insure that such is the case, 
and that the first quality tool should | 
be subjected to very close inspection 
as to uniformity in shape, possible 
temper cracks, the correct hardness | 
or softness, and that first quality | 
tools should be guaranteed against | 














P. D. PRESTON 


defects in workmanship or defects | 
in material. 

“We also believe in a policy of 
having our tools returned to us when 
defects are claimed, for our own in- | 
spection, and that the wholesaler and | 
the retailer should be educated up to 
the point where no tool should be | 
returned if it has been palpably 
abused, or if it has been in actual 
use for a period of longer than two 
or three months. 

“It is true that it is the habit of 
the retailer to return to his jobber 
any tool that is broken or that has 
been abused to such an extent that 
it does not perform its function. 
The jobber in turn usually returns 
the tool to the manufacturer practi- 
cally without inspection, expecting 
the manufacturer to make good be- 
cause he in turn has perhaps made 
good. 

“We think that with a little more 


| the tool guarantee 


| should be given a 


| tried to eliminate 
| the word ‘guaran- 
| tee’ from our cata- 


| manufacturers’, 
| tailers’ dictionary. 





firmness on the part of the retailer, 


the jobber and the manufacturer, 
that the abuse of the guarantee 
could be very much reduced.” 
(Signed) P. D. PRESTON, 
Domestic Sales Manager, 
The Collins Co., 
Collinsville, Conn. 





Opposed to Guarantees 


“OUR observa- 
tions in regard to 


situation is that 
this question 


lot of consideration 
by all parties in- 
terested. We have 





J. M. BURBANK 


log and salesmen’s 
vocabulary. This word has been the 
most abused word in the hardware 
jobbers’ and_re- 


“We believe in no guarantee, but 
that every party in the distribution 
of hardware should stand back of the 
merchandise they handle to the ex- 
tent af replacing defective goods. In 
taking this stand, judgment must be 
used as to what is a defect. Many 
tools are returned every year that, 
to a tool expert, would not be defec- 
tive, but to the man using it, the 
retailer and even the jobber, is often 
an open question and one that should 
be handled in a liberal manner so 
that the customer is satisfied. The 
satisfied users are the best adver- 
tisement. 

“We have evidence every week that 
guarantees are abused, oftentimes 
wilfully. These cases should be 
turned down firmly. We are inclos- 
ing a copy of a recent letter to our 
salesmen on this subject. 

“We do not believe there is any 
way to entirely eliminate this evil, 
but it can be lessened by each party 
distributing merchandise doing his 
part.” 

(Signed) J. M. BURBANK, 

Farwell, Ozmun, Kirk & Co., 

St. Paul, Minn. 
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Feature Different Stocks and Their Locations 


Special ideas for June advertisements and one of the best selling 
devices in the world 


By Guy Hubbart 

















Norabaugh- towne 


Walnut 3814 





Oklahoma's Greatest Department Store 





—American China—— 


Newest 
Sets 





One may now restock on plates... or cups 
and saucers in sets of six from arrayed $ 
designs and clever patterns ... either in 
pets) of six at... ccceens Sehanbacuas cote 


is all that you are to pay for kiddies’ 
] 9 bowls and jugs... these are in white 





with the pictures‘as design... these 
are every one values, 











e 

April Housewares Sale 
English China... in “honeymoon service” 

for serving only four people... cream 36% 
background, with orange background 

makes these most lovely at ......... eee 

Tea Sets ...in the morimura mode... 

cream colored backgrounds with one-inch $ 95 
borders of blue floral designs. ... May we ¥ 
display these to you soon at ......... ar 

Dinner Set... . This.is in American china- 

ware... this individual set the “Nas- S 99 
turium” has a cream colored background 

and tiny carmen hairline trim... a set 

Breakfast Set...of English china in 

clever corabination of under glaze decora- $ 85 
tion in tan and green border. ... May we 
display-this sét to you at ..... eT TT 


Artistic Pieces—— 


39 is after all a reasonablé price for cleverly 

o designed book, ends in iron... afforded in 
a choice of Shakespearian . . . animal life 
and other patterns. 


A Spanish table lamp , ,. im iro in a choice 
of blue, rose and black... these are equipped $ 
with parchment shades .,, and we are certain 

that you will like them. 

















METHOD of linking separate ads into connected 
series was explained and illustrated in the article 
preceding this one. The point particularly em- 

phasized was that since customers’ needs are more or 
less connected, the goods featured in each ad should be 
connected. 

The subject in this week’s article is how to connect the 
ads with the divisions or sections of stock as they are 
arranged in the store. If an ad does anything it leads 
people into the store to buy. So, it is logical that so 
far as possible the ads ought to direct the reader’s 
attention to the lines comprising the stock. 

In some hardware stores cutlery is shown in and on a 
glass counter up front, on the right as the customer 
enters; in others it is located in the center of the store. 
The same with many other sections or divisions of 
stock. No two stores are laid out the same way. 

The point is not that customers who want a certain 
article cannot or will not look for it, when they come into 
the store, but is this: the purpose of the ads is to make 
people want to look for goods and to help them look. 

The average run of hardware ads does little more 
than catalog the item and values. They do not create 
special interest in the specific store and its specific goods. 
3ut it is very easy to turn an average ad into a powerful, 
direct-selling ad. 


ONE OF THE BEST WAYS 


One of the best ways to double the value of each ad 
used in, say, the month of June, is to call attention to 
what you carry that particularly serves June needs. 

This can be done two ways without changing the 
general style or plan of any single ad or several ads. 

kirst make a list of items you know are fast and fre- 
quent sellers during June. This varies a little with 
localities, but suppose there are eight of the stocks that 
do good volume in June: 


Housewares Poultry Supplies 

Small Tools Garden and Field Tools 
Bolts, Nuts, etc. Paint, Varnishes, etc. 
Cutlery Sporting Goods 


Then, in four ads, assuming that many are run in a 
week, devote half the space in each to two of these 
stocks. 

Housewares and paints would go well together, for 
example. In a space three columns wide and 8 in. deep 
(24 newspaper in.) you can display at least ten items 
fully described. So take half the space and feature six 
timely items of housewares. Use a little space at the 
top to tell briefly why your housewares section is worth 
a visit now and then from any housekeeper in town. 

This way: “We invite every lady in town to visit our 
housewares section. It is located in the middle of the 
store, facing on two aisles. Small housewares are on 





Upper half of a 2-column ad featuring housewares. 
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one side, larger items on the other. The stock is worth 
looking at whether or not you need a double cooker, an 
ice chest, a fireless cooker—warm weather is here—or 
not. Assortments are full, goods are new and prices at 
range consistent with real quality. Read the descriptions 
printed below. They are excuse enough to visit this in- 
teresting section of our store.” Copy like that is just as 
likely as not to catch the eye of 100 women who will be 
near your store tomorrow. And if twenty of them come 
in, your ad is worth all it cost, even if they just come 
in and look. 

A good way to set six housewares items is illustrated 
in the ad reproduced here (on the left). It is the upper 
half of a two-column ad run by a big department store 
in a large city. Notice how the featured item “American 
China,” stands out and notice the price figures on five 
other items just below the china. Just plain type dis- 
play but skillfully arranged so it looks good and is 
easy to read. Then notice the lower half, with the cut 
at the top. It carries eighteen selected items from sev- 
eral stocks. Thus it is an example of the method sug- 
gested featuring a section in part of space and a selec- 
tion in the remainder. 

This ad, so far as space goes, is selection enough for 
two day’s advertising for a hardware store. That is 
why it is reproduced in two parts. 


A SECOND METHOD 


Another way to feature the physical location of stocks 
and link them with advertised items is to select, say, 
six items, one from each seasonable stock, and write 
captions and descriptions this way: 

Laundry Supplies—Ironing board covers, assured 

to fit any ironing board, well made and a typical 

value in this department—lower end of main isle. 

The idea is to display in bold face the name of de- 
partment and the location, setting the body in ordinary 
font. Six such items, oné each from six sections of the 
store, run in the upper half of an ordinary ad will not 
only sell goods but sell the locations of sections to 
readers of the ad. 


A SUGGESTION FOR ANY AD 


From time to time take all the purchases made by 
one customer on one trip to the store and use them as 
advertising copy this way: 

“Yesterday one of our customers stood in one place 
and bought this list of useful items: 





Article Price 
STMT ETI Sse RG e's bes wiv tik oh Pees $3.57 
Ce eer OU ON iis Briss 1.49 
ES Ci baa C27 Bio wea ae 1.65 
eer OIE is BESS elie RE RES 35 
Gay oe ae Ea oS 1.98 

eS Se Us AES Nin Main eared ea $9.04 


She not only got full value for her $9.04 but she saved 
time, energy and money, the latter because two of the 
items were extra values, a lowered price on two items 
because we had only a few left. This customer could 
have gone to five different stores for these good wares, 
but she has learned it pays to come to us.” 

Unless a hardware merchant is entirely free of that 
useful trait—imagination he cannot fail to see the effect 
of putting one or two of these lists, taken right out of 
a sales book, into his advertisement. Nothing so quickly 
takes hold of the thrifty minds of shoppers like a list 
someone else bought. If the town is relatively small, 





Lower half of a 2-column ad featuring housewares. 








this line could be added ‘We tell you this lady’s name 
if you ask. She does not object. In fact, she doesn’t 
care who knows she is a shrewd customer.” 

The list not only puts human interest into your copy 
but it is in itself a composite item, priced at $9.04, and 
shows your value-making skill. 

Anything that features your goods and values is good 
advertising, if it is true and sensible. 





—Kvery Home Needs These 











GARDEN HOSE in fifty-foot lengths... 
an assured quality . .. complete for 


mot SAS 
' 99¢ 
99¢ 
$995 
$585 
$399 
$189 
69¢ 
49¢ 
69¢c 
39¢ 
98e 


WHITE ENAMELWARE offered in array... 
we suggest the six-quart container, special at 


EARTHENWARE JARS in five gallon sizes .. 
fine for putting up pickles or kraut... now for 


GARDEN HOSE ... in twenty-five-foot lengths 
and entirely equipped ... this is a good grade only 


PORCELAIN TOP TABLES ... these are well 
made and ot standard size. with gleaming white 
tops for 

ORANGE REAMERS ... the hand version of the 
clectric fountain machines ... see these for only 


this is a good value .. 


IRONING BOARD ... 
see these 


well made and of excellent material... 
for only 

CORN STICK PANS 
for cleven sticks... 


. of cast iron with moulds 
this is a very special offer at 


MAPLE BOWLS and ice pick offered in combina- 
tion as the convenient kitchen need of summer for 


. . floors and 
in one-pound 


WAX... to be applied to woodwork . 
other surfaces of wood for polish... 
lots 

CAN OPENERS ... the “Jiffy” that opens cans in 
the new and safer way ,.., you need one for 


IRONING BOARD COVERS ... assured to fit 
any ironing board... well made and a typical 





value at 
IRON . . a six-pound Hotpoint electric . . . for 
gencral home use .., this iron is guaranteed for $357 


OLD DUTCH CLEANSER ... we are forced to 
limit the offer of three full sized cans to each patron 
per can 


DC 


WILLOW BASKETS. .. in medium sizes suitable 
for clothes baskets ... these are very special at only $1 


MIXING BOWL SETS... of carthenware...a 
nest of five bowls ... every kitchen nceds these... 
per set 

SELF WRINGING MOP... this mop is indeed a 
utility and we assure you of the quality ... priced 


88e 


79¢ 


Apex Electrical 
Appliances 


Regular $55 Sweeper 


$39.95 


This sturdy Apex electric sweeper 

is offered . . . complete with all 

attachments during our April sale 

for this amazingly low price. 
Third Floor, East 
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The Man Behind the Counter 


OHN WILLYS, the well-known manufacturer, states 
J that in his judgment “The commodity must be at 

least two-thirds sold before the salesman closes the 
purchase.” What Mr. Willys meant by that statement 
was that advertising or display or some other promotion 
method should be depended upon to accomplish two- 
thirds of the selling before the proposition reaches the 
hands of the salesman. That may be good advice to 
present to the merchant, but it would almost seem to 
be poor advice to the salespeople, since it encourages 
the belief that there is little to be done by them over the 
counter but to put on the finishing touches. Handling 
hardware on that basis will mean selling only what cus- 
tomers come expecting to buy. 


ee 


Some years ago when the bicycle was a fad rather 
than merely a cheap means of transportation, I was a 
youngster anxious to make money and I took an agency 
for the Rambler bicycle. Competition grew pretty hot 
and I didn’t like the way the Cleveland agent was beat- 
ing me at getting business. I wrote to Gormully & 
Jeffrey, makers of the Rambler and asked them to give 
ine some arguments against the Cleveland bicycle. I 
received a very nice letter in reply, saying that the 
Cleveland was a good bicycle, but the Rambler had 
many advantages over it and no doubt by familiarizing 
myself with them I would be able to show people why 
they should buy Ramblers. It was suggested that 
knocking competing machines was not the best of sales- 
manship and should not go further than, possibly, 
“damning them with faint praise.” Then and there I 
learned my lesson about knocking competitors’ lines. 


ee ey 
A barber tells of the kids of the neighborhood bother- 


ing him by opening the door of his shop and making 
faces and handing out wise-cracks while he was shaving 























customers. He would shout, “Get out!” at them with- 
out effect. Sometimes he would put them out if they 
came in, but he knew that merely to advance toward 
them without laying down his razor every time would 
result in someone saying that he chased the kids with a 
razor, and his business would probably be ruined. What 
should he do? He tried kind words, but with no effect. 


Finally he bought a baseball and told the boys they 
could borrow it whenever they wanted to use it. From 
that time on his troubles ceased. The kids’ regarded 
him as a good scout and he kept their good will by keep- 
ing on hand a loan baseball for them. 

So important is it to keep the good will of the kids 
in connection with any place of business, and so easy is 
it to do it. 

4s * * 


“You say those hedge shears are two dollars?” a man 
queried of the salesman behind the counter. “That’s too 
much. I can get ’em for half that. I saw a pair of good 
hedge shears advertised the other day by Montgomery 
Ward & Co. for ninety-eight cents.” 




















“If you will look up that advertisement, Mr. Myers,” 
replied the salesman politely, “I am sure you will find 
those cheap shears have a cutting surface of only six 
inches. I don’t know anything about their quality, but 
these two dollar shears of ours have ten-inch blades 
and a heavy cutting notch for trimming heavy branches. 
The handles are ten inches long and made of selected 
maple. I am sure you can’t buy such shears as these for 
much less than we ask. And we deliver them to you 
without any delay or express, and they are guaranteed 
by us. If anything goéS wrong, or if they are not sat- 
isfactory, you simply bring them back to us to be made 
right.” 

“TI never thought about that difference in the length,” 
said the customer. I never had a pair of hedge shears 
and I just thought they were all about alike. I guess 
I'll take these. I want them right now anyway.” 


4 * * 


My first store job was in a drug store, where my pre- 
ceptor was a little old man much under average height 
and much over average age. Did he make his lack of 
height or his surplus years an excuse for passing work 
on to someone else? He did not. He would not even 
ask me to hand him a bottle from the top shelf, for he 
had learned how to make that reach for himself. Plenty 
of great men have been small men, physically, but they 
were all big enough mentally never to ask any favors be- 
cause of their undersize. Napoleon, Caesar, Nelson, 
Roberts, French, Wellington; none of them could have 
qualified for a postman’s job in Great Britain where 
postmen must be at least 5 feet 4 inches tall, but they all 
qualified as giants for the jobs that came before them. 

(Continued on page 97) 




















RUSHES are two purpose hardware merchandise. 

Primarily , people who use paint must have 

brushes and there is a nice profit to be made on 
these sales. 

Next, if you sell your paint customers the right kind 
of brushes for each job and tell them how to care for 
these brushes, painting will lose most of its unpleasant 
features and your customers will buy more paint. 

The successful seller of brushes must know his mer- 
chandise—if he makes the most of his opportunity— 
for brushes are technical merchandise whether they are 
used by the professional painter or the occasional home 
painter and the only way to sell technical merchandise is 
to know the technic. 

This technic is rather easily acquired. Makers of 
good brushes issue catalogs which tell what the various 
types of brushes are made for and they have a brush 
for each painting task—not always a different brush 
for each task but a brush that is adapted to this task. 
One type brush may be satisfactory for several tasks and 
perhaps these tasks look’ different. This is the thing 
the salesman should know. A good salesman should be 
able to take up his brushes one by one and tell from, 
what material each is made and for what particular 
task it is made. 

Just as a reminder we suggest that most good paint 
brushes are made from hog bristles—not the bristles 
that come from the hog that produces the excellent 
American hams and bacon but from the semi-wild hogs 
that thrive in China, Siberia and other places where 
bristles are longer and meat is tougher. 

These bristles are washed, the curl boiled out, sorted 
as to quality and length before they are shipped to this 
country. Once they reach the brush factory, the sizes 
are again mixed according to a formula founded on 
experience to make a brush that will wear evenly and 
give the best service. Then the bristles are carefully 
weighed for each brush and set in an inert chemical com- 
position so that you no longer need fear that water, oil, 
alcohol or other substance will destroy one brush and aid 
another. 

But there are other kinds of brushes made from differ- 
ent materials. Portrait painters use brushes made from 








red sable hair; black sable hair is best for brushes for 
sign painting, decorating, lettering, striping and scroll 
work ; camel hair—really squirrel hair—is used for water 
common skunk hair 


color brushes; fitch hair makes 


varnish brushes which 
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What to Know 
About Paint Brushes 


First, What each style brush is made 
for; Second, What it is made of; Third, 
How to care for it 
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Efforts have been made to find a cheaper substitute 
for hog bristles for paint brushes, but not successfully. 
Horsehair is sometimes used but it quickly becomes 
abby. Tampico, a vegetable fiber that looks very much 
like bristles when properly shredded, is sometimes used. 
It is not as good as horse hair. Unless you buy brushes 
made by a reputable manufacturer, it is not always 
possible to depend entirely upon the label. If you are 
doubtful, soak a brush and see if all the hair is the same 
quality. Also look into the brush and see if the hairs 
are the proper length. Sometimes short, coarse grades 
are stuffed inside. 

Tell your customers that it is best to buy a good 
brush and then care for it properly. Tell them to: 

Keep the paint well toward the end of the brush. 
Draw the brush across the end of the can frequently to 
keep the paint from crawling up where it will dry and 
serve no good purpose. 

Clean the brush when work is done. After cleaning, 
wash in kerosene or turpentine and suspend in a can 
of linseed oil. 

Suspending the brush is important, for if it rests on 
the bottom of the can the bristles will warp. If the 
brush is to be stored indefinitely, it should be wrapped 

oil paper preferred—and placed so the bristles will 
not be warped. 

The old idea of standing a brush in a can of water 
for several weeks is an abuse of a good brush and the 
ruination of a poor brysh. 

The merchant who wishes to make something of a 
drive on brushes should keep in mind that a paint or 
kindred brush belongs in that class of merchandise that 
people do not buy on impulse. No one—in his right 
mind—buys a paint or varnish brush merely because 
it is a good looking brush. The purchaser has a 
definite use in mind. 

Window displays are, of course, the first thought in 
a trade drive. Here is a suggestion: 

Get a screen, chair and one or two other articles, half 
paint them, using the best brush—shape, size and quality 
considered—then put this brush, a can of the right kind 
of paint and the brush—properly cleaned—in the win- 
dow. A pair of canvass gloves—worn during the paint- 
ing job but not badly splotched—go well with this 
exhibit. 

Such a display is interesting. It does not suggest hard 
work but a pleasant task that is adding to the beauty of 
the home. You might 
add an exhibit of the 





are elastic and tough 
but lack softness at 
the end. Ox hair and 
sometimes bear hair 
is used at times for 
varnish brushes. 








proper way to care 
for brushes as sug- 
gested in the issue 
HARDWARE AGE of 
Jan. 26. 
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Adult and juvenile sizes of unpainted furniture are near the toy department in the King Hardware store, Atlanta 











1 Sale Leads to 4 


A purchaser of unpainted furniture always needs 
paint, brush and transfers and then she gets the habit 





ERCHANDISE - that 
develops a sequence 


of sales is always de- 


CENTER PANEL 


best for lacquer, and so she 
buys a new one. 
The next step is natural— 


sirable. the suggestion of transfers or 

This is a quality that many sae: f wad decalcomanias. The piece of 
merchants ascribe to unpainted furniture looks so much better 
furniture. Not only does it es eee cares) when thus decorated and 





lead to a sequence of sales 





transfers used on the broad, 





but it attracts feminine atten- 
tion, thus creating a very de- 
sirable increase in store traffic. 





BOTTOM 


flat surfaces make the task of 
painting so much easier that it 





is not difficult to make the sale. 
Thus four sales were created 











As to sequence of sales— 








this is the way it works in the 
King Hardware Co. store in 
Atlanta, Ga., where results have been carefully noted. 

A woman may be casually visiting the store when she 
sees a magazine basket, a corner shelf or other article 
that will help her to bring to attention a dark corner of 
a room or solve some other decorative or housekeeping 
problem—and magazine baskets do that—so she buys it. 

The salesman then calls her attention to the need of 
paint and usually a can of lacquer is selected. Next 
the salesman reminds her that she needs a brush and 
rightfully suggests that a brush used for oil paints is not 


Unpainted furniture shipped flat avoids many troubles 


and beyond that, the woman 
found something of interest 
in the store. If this is her first purchase of unpainted 
furniture, she is a rare woman if it is the last. As a 
rule, the unpainted idea develops and one purchase leads 
to another. The woman spends and spends and the 
results are so satisfactory to the home that she is glad 
that she “caught the fever.” 

Unpainted furniture, in itself, is a satisfactory and 
profitable line for the hardware merchant, but generally 
it is valued for its trade-building quality. When used 

(Continued on page 92) 
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These Windows Created Sales 


, Ws 


Here is a window that definitely ties the store with 
the advertising of the paint manufacturer, even to the 
extent of graphically «illustrating the phrases which 
have been used as a feature of this manufacturer’s 
advertising, by introducing appropriate properties. You 


This window drew much favorable comment. It is a 
departure from that sameness which seems to mark so 
many paint windows. The keynote is, of course, the 
miniature railroad train made entirely from paint cans 
with the placard “No strikes on this line.” Strikes 
are an important feature of life in the industrial dis- 
trict of Allentown, Pa., where this window was built 
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will note that this is a ““painter’s window” and the sizes of 
containers are those for a house job and household 
painting is not introduced by the display of furniture or 
many small containers. The window in by Nat Wylie 
for the Steel Hardware Co. of Wichita, Kan. 


for M. S. Young Hardware Co. Irwin C. Gernert, the 
window dresser, says “I like the impression which occa- 
sional novelties in display creates among shoppers. They 
draw attention because they are out of the ordinary.” 
The background is cemposition board, painted with the 
kind of paint displayed, and the drapes are made of 
crepe paper. 
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A Sale to Tommy Turps, 
the Painting Contractor 


A man who has sold to Tommy as factory representa- 
tive, tells how the hardware dealer can get this trade 


HE tap of a hammer beats a rapid tattoo, a saw 
groans its way through a two by four, a pipe 
threading die shrieks discordantly as it cuts its 
winding pathway into a piece of metal pipe while a 
metallic click tells that an electrician is splicing another 
wire. This is the building medley that fills the air in 
every community from early spring until late fall and 
synchronizing with this song of the hammer and saw is 





Working on a 10 per cent basis 


the splash of white lead and linseed oil against the 
weatherboarding, indicating that Tommy Turps_ has 
started to prime the dwelling under construction. 

Suddenly, a coupe drives up, a chap alights with a 
small sample case and enters the building. He climbs 
up the makeshift ladder to the second floor, sticks his 
head out of one of the windows and asks the men on 
the scaffold: 

“Boss around?” 

“Right here,” answers Tommy Turps. 

And then this direct-from-the-factory paint peddler 
begins his sales talk that often ends with an order for 
inside flat, enamel, varnish, penetrating stain, color in 
oil, mixed paints, brushes and outside paste. You will 
notice that this order does not include white lead. Paint 
factories, selling direct to the consumer find little profit 
in handling the well-known brands of white lead, there- 
fore, they usually get around it by offering an outside 
paste—something they can manufacture themselves at a 
good profit. 

But if Tommy Turps insists on white lead, the sales- 
man pulls a miniature artist’s palette from his case, takes 
out some glass vials of linseed oil, powdered white lead 
and other materials and starts to demonstrate the su- 
periority of his product over white lead. 

We are not arguing here the advantages of white lead 
over outside pastes, or vice versa, but simply cite this 
to show how a direct-from-factory paint peddler works 
with an artist’s palette to close sales, an idea, by the way, 
that can be used profitably by the hardware dealer to 
demonstrate his line of paints in his store or outside, 


because very often both professional and amateur paint- 
ers ask questions that can be most effectively answered 
by demonstrations. 

First, the salesman takes a little powdered white 
lead, scatters it over the palette, then adds some linseed 
oil, smearing the mixture with his hand in order to show 
its hiding power, covering capacity and whiteness. Next, 
he takes his own product—White Seal Outside Paste— 
explains that the base is this product and that, then 
proceeds to demonstrate his pigments plus linseed oil, 
making it appear to Tommy Turps that his combina- 
tion will cover more area, give greater hiding power 
and show up whiter than any other product he can use. 

And there are many other ways in which the peddler 
demonstrates in order to make sales. For instance, 
Tommy Turps usually thinks that a heavy weight inside 
flat must be good. He will often pick up a can and 
refuse to buy just because it is light in weight compared 
to some other brand. When a migratory paint peddler 
is questioned regarding the weight of his inside flat, 
he will always give it exactly. And if Tommy Turps 
comes back with: “Don’t want it. The flat I buy 
weighs three pounds more than yours.” 








Use an artist’s palette to demonstrate 


Out comes the little artist’s palette, some vials, lin- 
seed oil and the show begins. 

“All of these white powders are paint pigments, used 
in varying quantities in flat,” explains the peddler, “and 
the quality of the product depends upon the amount of 
the highest grade pigments used, not according to the 
weight per gallon. It’s the covering capacity, durability, 
hiding power and whiteness that you are after, not just 
heaviness.” 

The sales-coaxer goes on: 

“This pigment looks just the same as that to the un- 
trained eye, but watch what happens when I try to mix 
it with linseed oil. It seems to fight the oil and won't 
mix readily. Now we'll try this other white substance. 
A little easier to mix, covers better but now watch the 
palette closely while I apply this one and oil. Com- 























pletely hides the golden oak surface of the palette cover- 
ing over 25 per cent more space,” etc. 

You will notice the traveling peddler stresses quality 
in his sales talk because, after all, Tommy Turps is 
not so much interested in saving money on paint. His 





Read some good paint books 


labor costs overshadows his paint bill to such an extent 
that he is inclined to think about it as “small pertaters.” 
Moreover, a few cents saved on a gallon of paint means 
nothing if it spoils a job for him, in which case, he 
has to pay big money to have it done over. 

This situation favors the local dealer. He can get a 
price providing he can convince Tommy Turps that he 
sells quality and he need not fear the outsiders who 
happen to offer bargain rates in paint in order to break 
into the territory. 

There is really no reason why Tommp Turps will 
not buy quality paint products from the local hard- 
ware dealer, in fact, if approached he would be inclined 
to give him preference, but few local merchants give a 
thought to his business, so Tommy Turps and his gang 
of painters keep splashing out-of-town paint on local 
weatherboards, shingles and plastered walls, simply be- 
cause direct-from-factory peddlers go after the sales. 

Some dealers may contend that the credit of Tommy 








Have someone at the store early in the morning 
during the painting season 


Turps is so poor that it is risky to sell him, but such 
an argument is refuted by the continual stream of 
itinerant paint peddlers who cruise around all day in 
their cars trying to locate scaffolds on new buildings and 
old homesteads. Year after year they are back on the 
job and if the out-of-town paint manufacturers couldn’t 
collect their bills, they would soon grow weary of ship- 
ping Tommy Turps their paint. 

Moreover, if Tommy’s reputation for paying his bills 
is bad, nobody will trust him so he must pay cash to 
somebody and the local dealer may as well get this 
business. 

However, this article is not written from the stand- 
point of credits, but from a selling angle. The credit 
situation is one that the hardware dealer must handle 
individually as no general rules or suggestions apply. 

The local dealer has a distinct advantage over fac- 
tory-to-consumer paint concerns when it comes to selling 
Tommy Turps. 
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The merchant sells turpentine, oils and ladders, and 
rents scaffolding, all of which are essential products to 
Tommy Turps, therefore, he personally calls for them. 
This brings him into the dealer’s store where the mer- 
chant can display his entire stock for the benefit of the 
brush-wielder. He can open a can of paint and show 
exactly what he is selling. Tommy Turps does not have 
to buy from a color chart when he goes to the local 
dealer. Then, of course, there’s the personal contact 
which registers heavily against the paint pirates. 

Furthermore, the retailer can give better service. 
When Tommy Turps needs that extra few gallons of 
high grade varnish to finish a particular job, a phone 
call will bring it in a few minutes, whereas, an order 
to the out-of-town paint concern will take two days 
at least to reach him. At union wages, such delays are 
costly. : 

The local dealer can keep customer turnover at a 
minimum because he can personally reason with Tommy 








Encourage Tommy Turps to read the directions 


Turps when it comes to complaints on jobs that go 
bad. Customer turnover for factory-to-consumer paint 
concerns is very high because paint jobs—particularly 
on new construction—will sometimes go wrong and they 
cannot afford to send experts long distances to examine 
work in order to prove that their paint was not at fault. 
In justice to such paint factories, it must be mentioned 
that in most cases Tommy Turps is to blame because of 
faulty application and mixing, or moisture in the walls, 
bleeding wood or green lumber. When the hardware 
dealer gets such a complaint, he can go directly to the 
job and make an adjustment fair to all. 

And now the credit question pops up again. Who 
is better able to distinguish the good risks from the bad 
than a business man right in the town? The foreign 








Make quick deliveries 


paint factories certainly stand more chance of losing 
money through trusting Tommy Turps than the home- 
town retailer. 

So we sum up as follows: 

1—Employ outside salesmen or send one or more of 
your inside men out in cars to cruise around in quest of 
business from Tommy Turps. Also have your salesman 
make night calls or use the phone after six o’clock when 

(Continued on page 93) 
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Whata Paint Seller Should Know 


What Are Lacquers? 


The term lacquer was 
originally used to desig- 
nate any rapidly drying 
transparent finish used 
to protect metal articles. 
These were usually quick 
air-drying spirit var- 
nishes ; though solutions 
of nitrocellulose in amyl 
acetate, etc., have also 
been used to some ex- 
tent for many years. 
The term as now under- 
stood, however, applies 
generally to solutions of 
nitrocellulose in a mix- 
ture of solvents, with the 
addition of various oils, 


About Lacquer 


H ESE questions and answers about lacquer 

are taken from the Revised Edition of “The 
Paint and Varnish Seller's Catechism,’ com- 
piled by G. B. Hickel and published by The 
Educational Bureau of The American Paint 
and Varnish Association. 


This “Catechism” is a booklet of 40 pages, 
vest pocket size, and answers 100 questions about 
varnish and lacquer. These questions are se- 
lected from those asked salespeople by custom- 
ers. The “Catechism” 1s published for edu- 
cational purposes and if your paint manufac- 
turer does not supply them, a copy can be 
obtained from Mr. Heckel’s office, 1002 Public 
Ledger Building, Philadelphia, for 25 cents. 


gen are highly unstable, 
and therefore explosive 
on percussion. Those 
containing lower percen- 
tages of nitrogen are 
more stable and while in- 
flammable, are not ex- 
plosive. The _ nitro- 
cellulose used in the 
manufacture of lacquers 
are of the latter type. 
In untechnical language 
nitrocellulose is cotton or 
cellulose to which nitro- 
gen has been added by 
a chemical process. 


Is Lacquer Explosive? 


Lacquer is inflamm- 


gums, etc., and non- 
volatile mutual solvents 
for the “solids,” known as plasticizers. 


What Is Chinese Lacquer? 


The sap of a tree (Rhus Japonica or Rhus V ernici- 
fera) closely allied to our common “poison ivy” (Rhus 
toxicodendron). It is collected and used almost exclu- 
sively in the orient for the ornamentation of articles of 
“vertu.” The lacquer itself causes acute skin poisoning 
in susceptible persons, and even the lacquered articles 
have been known to have the same effect. It dries 
slowly and only in the dark and in a moist atmosphere. 
It has no relation to pyroxylin lacquer and is not used 
in America. 


What Is Pyroxylin? 


The name was originally applied to the soluble 
nitrocellulose used in the preparation of collodion for 
coating photographic plates and later in the celluloid 
industry. It is now used interchangeably with the term 
“nitrocellulose.” Its chief constituent is cellulose, which 
is found in its purest form in cotton fiber. It is a cam- 
plete compound of carbon, hydrogen and oxygen in the 
proportion of 6, 10 and 5 atoms respectively. In order 
to differentiate it from the explosive form of nitro- 
cellulose (gun cotton) the non-explosive form of nitro- 
cellulose is preferably called ‘‘soluble cotton.” 


What Is Nitrocellulose? 


Chemically a nitric acid ester of cellulose—an “ester” 
being a chemical compound in which a hydro-carbon 
replaces a part of the hydrogen of an acid. There are 
many recognized nitrocellulosees, ranging from about 
10 to 12 per cent in nitrogen content. They are pre- 
pared by treating cellulose (cotton) with nitric and 
sulphuric acids ; the chief function of the later acid being 
to remove moisture. 


Is Nitrocellulose Explosive? 


This depends entirely upon the extent of “nitration.” 
Those esters containing the higher percentage of nitro- 


able but it is not ex- 
plosive. 


How Many Forms of Lacquer Are There? 


There are many forms and varieties, depending on 
the knowledge and skill of the manufacturer ; but, broad- 
ly speaking, they may be divided into two classes, “spray- 
ing lacquers” and “brushing lacquers.” Spraying 
lacquers may be further subdivided into clear lacquers 
and pigmented lacquers. 


What Are Spraying Lacquers? 


Lacquers, which, because of their rapid drying, are 
usually applied with spray-painting machines. They are 
of heavy body and contain high percentages of nitro- 
cellulose. They are not commonly handled by paint 
dealers. " 


What Are Brushing Lacquers? 


Lacquers usually containing some resin and pigment. 
They are designed for application, like ordinary paints 
and varnishes, with a brush. They ordinarily contain less 
nitrocellulose than the spraying lacquers. 


What Are Pigmented Lacquers? 


Lacquers to which color, and usually opacity, is im- 
parted by the addition of pigments. 


What Solvents Are Used in the Manufacture of 
Lacquers? 


The most important are butyl acetate, butyl propion- 
ate, ethylene and propylene, xylol and glycol ethers, 
amyl acetate, ethyl lactate, ethyl acetate, butanol, ethyl 
alcohol and toluol. The latter, however, is rather a 
diluent than a solvent. They are mostly alcohols treated 
with acetic, lactic or other acids. 


What Are Plasticizers? 


Pyroxylin alone, produces a rather brittle film. 
Plasticizers are added to give it flexibility, elasticity and 
(Continued on page 91) 
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Varnish has not only enchanced the appearance, but increased the durability of the floors and woodwork in this room 











VERY now and then one comes to the conclusion 
that there is nothing really new in the world. 
Especially when, after being duly excited about 
pioneering in unheard of things, it is pointed out that 
varnish, which has been thought of solely because of its 
popularity as a decorative and protective medium in 
reality dates back almost to Noah and his Ark. 
The varnish used now—used for all sorts of 
things from the highest type of finishing to the 
camouflaging of marred surfaces, is composed, as 
probably everyone knows, of resins and drying 
oils—very little different from the varnish used 
twenty-five hundred years ago by the Egyptians, 
the earliest known people to use this preservative. 
So far as is yet known the oldest varnish in existence 
is that on the wooden mummy cases brought from 
Egypt, which, for visual proof, may be seen at the 
Metropolitan Museum of Art, in New York City. It is 
of a pale yellow color, surprisingly free from cracks, 
very hastily and roughly applied, as though smeared on 
with a flat blade, and plainly suggesting a compound 
of resin and a drying oil. 
Whether the Egyptians used the exact materials now 











Tradition 


The varnish used now for all sorts of things is 
very little different from that used twenty-five 
hundred years ago by the Egyptians, the earliest 
known people to use this preservative. 





being used is conjectural; although they obviously had 
suitable materials, and there is little reason why they 
may not have been the same. As 'to resins, it is known 
that for thousands of years the Egyptians, on errands 
of war, invaded Africa, from whence come our best 
varnish resins, and it is quite probable that some com- 
merce existed between these regions and Egypt. 
It is also known that the Egyptian knew and used 
olive oil (shades of Cleopatra’s complexion) and 
we have proof, from available formulas for mak- 
ing linseed oil, that they were familiar with a 
method of extracting linseed oil with an olive oil 
press. 

However, apart from definite ingredients, this 
much is clear. The Egyptians made a good durable 
varnish which has stood the test of twenty-five hundred 
years of exposure, and still looks well, and by their use 
of this preservative have given the world definite proof 
of their existence. 

Likewise, the Greeks applied a preservative to their 
ships of war; a boiled wax which they called a paint 
“that cannot be destroyed either by action of the sun, 
(Continued on page 92) 
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Lucas Paint Dealers Try 
Cooperative Radio Advertising 


The John Lucas & Co., Inc., paint and 
varnish manufacturers in Philadelphia, 
Pa., are well pleased with the results ob- 
tained from the Lucas Dealer’s Coopera- 
tive Broadcasting, which has been in op- 
eration for about a month. 

The Lucas radio plan provides that each 
Lucas dealer cooperating in the Philadel- 
phia district pay a nominal sum toward 
the cost of the broadcasting. The Lucas | 
company matches the total thus secured. 
The dealers are announced as hosts of the | 
very entertaining programs which are 
broadcast through WCAU every Tuesday | 
and Thursday evening for 13 weeks. 

A booklet is offered to the radio audi- | 
ence at each broadcasting. It has been | 
prepared to be of interest to all classes | 
of paint users, and the name and address 
of all Lucas dealers in and around Phila- 
delphia are listed. As inquiries for these 
books are received, the names are for- 
warded to Lucas dealers in the immediate 
neighborhood. The cost of the booklets 
is defrayed by the Lucas company. At- 
tractive window displays have been pre- 
pared for the benefit of the dealers and | 
are now being distributed. 





Increased Sales and Profits 
Reported by Sherwin-Williams 


Sales and profits of The Sherwin- 
Williams Co., 601 Canal Road, N. W., 


Cleveland, Ohio, in the seven months end- | 
ing March 31, are ahead of the corre- 
sponding period last year, and the com- 
pany’s financial position is the strongest 
in 62 years. This announcement was made 
at a recent meeting of the directors of the 
company. 

President Geo. H. Martin is quoted as 
saying that the company in the last seven | 
years has added more than $11,000,000 to 
its surplus and has paid more than $13,- 
000,000 in dividends, both on common and 
preferred stock. He also stated that the 
company’s varnish business was 23 per cent 
ahead of last year’s mark and that the 
lacquer business had progressed 209 per 
cent in the last three years. 





The Sun-Glow Home Sprayer 


Mfg. Co., Mansfield, Ohio, 
the Sun-Glow Home 


Sun-Glow 


manufacturing 


is 





Sprayer, which has been designed to be 
operated on any electric vacuum cleaner. 
This device will spray either liquid or 





| insecticides, disinfectant, etc. 


powder, and can be used with oil, paint, 
It is a prac- 
tical product and works on the same prin- 
ciple as large professional sprayers. The 
glass jar which is supplied as standard 
equipment is interchangeable with a stand- 
ard mayonnaise jar, so that the user of 
the Sun-Glow Home Sprayer can have an 
assortment of colors and materials at no 
extra expense. 


The Mardo Pump and Spray Gun 


The Mardo Electric Air Pump and the 
Mardo Spray Gun are manufactured by 
Demco, Inc., 105 South Calvert Street, 
Baltimore, Md. The Mardo pump is a 
motor-driven air pump with a displacement 





of 1% cu. ft. per minute, delivering com- 
pressed air at any pressure up to 75 Ib. 
The construction is very simple, yet 








P. & L. Reproduce Historic 
Metropolitan Museum Rooms 


Realizing the widespread interest on the 
part of architects and the public for crea- 
tions of the Colonial period, particularly 
as shown in the American Wing of the 
Metropolitan Museum of Art, New York 
City, Pratt & Lambert, Inc., Buffalo, 
N. Y., sought and obtained permission to 
reproduce the simple, pleasing color effects 
in vogue among the colonists. 

The company has been sending out a 
series of letters and miniature photographs 
featuring the historic rooms of the Ameri- 
can Wing. These have attracted an un- 
usual amount of interest among the archi- 
tects of the country to whom the letters 


| and photographs have been addressed. 


| ing from the north side. 


Why the Paint Peeled Off 


The house was painted in the fall 
and in the spring the paint began peel- 
It peeled so 
badly that the painter thought he 
would be forced to burn it all off and 
do the job over again from the wood. 
In the inquiry it developed that the 
north side of the house was well shaded 
and that the family locked up the house 


_ in the fall and did not open it again 
until spring. 


The paint expert, in summing up the 
case, says that the side of the house 


| was undoubtedly damp from the lack 


of sunshine and adds that a house 
closed for the winter months always 
gets damp inside and he advises that 


| after the burning off is accomplished, 


rugged; the complete unit weighs 40 Ib. | 


It can be attached to any light socket. 


The pump can be used on many different | 


jobs and in connection with the Mardo 


| Spray Gun. 


This sprayer can be used with paint, 
lacquer, shellac, disinfectants, extermi- 
nators, etc. The paint container is a 
standard 8 oz. glass jar similar to those 
used for mayonnaise. The spray is ad- 
justable to a very fine degree. Mardo 
Spray Gun is so designed that when used 
with the Mardo Pump it does not need a 
storage tank. The sprayer has an air 
purifier which adds to its effectiveness. 


Catalog No. 77 Issued by 
The Wooster Brush Co. 


The Wooster Brush Co., Wooster, Ohio, | 


recently issued Catalog No. 77, devoted to 
the wide line of brushes which it manu- 
factures. This is an unusually handy book 
and has been compiled in loose-leaf form. 
Whenever a change occurs, the Wooster 
company will print a new page and mail it 
to the dealer for insertion in place of the 
incorrect page. It is strongly bound and 
there is little chance of the pages tearing. 

Another feature is the thumb index, 
by which any special section of the book 
can be quickly found. There are many 


types of brushes illustrated and described, | 


brushes, wall 
paint brushes, 


soft-hair 
brushes, 


them 
stucco 


among 
brushes, 


whitewash brushes, roof and glue brushes, 
etc. 


that no effort shall be made to paint the 
wood siding until it has had at least a 
week of good drying weather, also that 
the windows must be open one or more 
good drying days during the period of 
waiting. 


A Pressure Spraying Machine 


The Atomister, a _ positive pressure 
spraying machine that is plugged into any 
light socket and 


atomizes any liquid 
into a fine spray, 
is manufactured by 
The Atomister 
Corp, Rahway, 
N. J. 

This product 
not an air blower. 
It is a compressing 
unit that breaks up any liquid 
material such as paint, lacquer, 
varnish, enamel, bronze, shel- 
_ lac, etc., and sprays it onto any 
object. The Atomister saves 
time and assures an_ even, 
smooth finish. 

The Atomister is made of 
polished aluminum, has a 
screened universal type motor, 
operating on 110-volt current. 
It can be operated from any 
light socket. There is no com- 
plicated mechanism. The ma- 
terial container holds 1 qt. and 
the air pressure varies between 


17 and 20 Ibs. 
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Thirteenth annual dinner of the Rich-Con Twenty-Year Service Club, Kansas City, Mo. 


Rich-Con Twenty-Year Service Club Holds Annual Banquet 


Virtually one out of every six persons 
associated with the Richards & Conover 
Hardware Co., Kansas City, now belongs 
to the Rich-Con Twenty Year Service 
Club, which held its annual banquet on the 
night of April 14 at the Kansas City Ath- 
letic Club. This organization has a mem- 
bership of 49. About 300 persons work 
in and out of the two houses operated by 
the Richards & Conover Co. in Kansas 
City and Oklahoma City. 

It is the belief of the Rich-Con execu- 
tives that no other western wholesale 
house has achieved such a record for per- 
manency of employment. The dean of 
the Rich-Con Twenty Year Service Club 
members is Henry C. Ellison, who en- 
tered the employ of the company in 1878. 
James S. Oldham, city salesman, is presi- 
dent, and Thomas L. Hunter, assistant 


sales manager, secretary-treasurer. Mr. 
Oldham joined the Rich-Con wholesale 
team in 1900; Mr. Hunter four years later. 

Other members of the club and the dates 
of their entry into Richards & Conover 
employment are: 

Walter B. Richards, president, 1881; 
Frank E. Van Buskirk, 1885; Harry C. 
Devilbiss, 1887; George B. Richards, vice- 
president, 1887; John M. Jones, 1889; 
Louis M. Stellwagon, 1890. 

Willard E. Cushing, 1891; Earle C. 
Bundy, 1891; Herman H. Heuermann, 
1892; Clarence M. Willis, 1892; Michael 
E. O’Neil, manager, Oklahoma City 
house, 1894; Clarence H. Graves, 1894; 
Frank B. Richardson, 1895; James L. 
Culp, 1897. 

Raymond V. Cusack, sales manager, 
1899; J. E. Woodmansee, treasurer, 1900; 





Harry W. Stockwell, 1900; Charles H. 
Cox, 1902; Edward M. Carr, 1902; Fred 
Moebus, 1903; Edgar J. Bliel, 1903; John 
D. Galvin, 1904. 

William F. Girard, 1904; William H. 
Paine, 1904; Samuel P. Moss, 1904; Ed- 
gar M. Oldham, 1905; C. D. Moore, 1905; 
James C. Graves, 1905; Frank R. Shinn, 
1905; Raymond J. Smith, 1905. 

Clyde W. Maupin, 1905; Claude F. Hall, 
1905; Richard F. Mohr, 1905; Mell W. 
Archer, 1906; John A. Glenn, 1906; Carl 
J. Scheu, 1906; Charles Foerschler, 1907; 
David J. Smith, 1907; C. C. Clark, 1907. 

Wilson H. Brotherton, 1907; Carter H. 
Bure, 1907; George O. Carpenter, 1907; 
William S. Graham, 1907; Paul J. Owens, 
1907; Joseph Young, 1908; Worth O. Mc- 
Cauley, 1908. 








Central New York Hardware 
Merchants Inspect New Store 


The May meeting of Central New York 
* Retail Hardware Association was held 
May 14 at the store of J. H. Couden at 
Manlius. Thirty merchants were present; 
the party first had dinner in the gymnasium 
of the Baptist Church, then adjourned to 
the Couden store for business. 

Conditions generally in the Syracuse 
district are quite satisfactory though sales 
in some stores have been a little smaller 
than for the same period last year. Em- 
ployment however is improving fast and 
building operations are brisk. 

At the request of the meeting, Mr. Cou- 
den described in detail his method of sam- 
pling and pricing his merchandise and his 
advertising plans—the latter consisting en- 
tirely of “readers” in the village weekly 
newspaper and which he can directly thank 
for much of his business. 

Mr. Couden’s store, in addition to the 
usual wall cabinets, has much open shelv- 
ing for house furnishings and bulky items. 
Large price tickets which can be read 
readily from any point in the store are at- 
tached to the shelves by means of adjusta- 
ble clips and are really attractive in addi- 
tion to stimulating sales. 

Another feature of the meeting was a 
discussion of wall paper as a hardware 
line; it developed that several merchants 
add materially to their sales and profits 
from this material which they say works 
in nicely with their paint department.. A 


representative of the Tait Paper and Color 
Industries spoke briefly on the subject. 

June meeting of the association will be 
held at Brown Bros. Hardware & Paint 
Corporation’s main store, Syracuse, on 
June 11. This store has recently been en- 
larged and refitted with open displays, 
some of which are home made and all at- 
tractively placed and priced. 





Copeland Sales Co. Announces 
New Refrigerator Dealers 


Forty-three new dealers in Kansas and 
Missouri were announced recently by the 
Copeland’ Sales Co., Detroit, Mich., the 
sales organization of the Copeland Prod- 
ucts, Inc., Detroit, manufacturer of electric 
refrigerators. These dealers will operate 
under the Western Radio Co. of Kansas 


that section. 





Cleveland Now Sales Head- 
quarters for Parker-Regan Corp. 


Parker-Regan Corp., 593 Market Strect, 
San Francisco, Cal., has moved its sales 
headquarters from New York City to its 
Eastern office, 524 Superior Avenue, N. E., 
Cleveland, Ohio. Under this new plan 
the entire sales force east of the Rocky 
Mountains will work under the direct 


ager. 
The company manufactures the Betty 
Bright Self-Wringing Mop. 








City, Mo., the distributing organization in | 


supervision of C. H. Bushnell, sales man- | 


Carolinas Convention Plans 
Rapidly Being Completed 


Plans are rapidly being completed for 
the annual convention in Charleston, S. C., 
of The Hardware Association of the Caro- 
linas. This year the headquarters will be 
in the Francis Marion Hotel, where deal- 
ers from both States will assemble on 
TueSday morning, June 5, 1928. The con- 
vention theme will be “Better Merchan- 
dising.” Chief among the speakers at the 
various convention sessions will be N. R. 
H. A. President R. J. Atkinson of Brook- 
lyn, N. Y., who is scheduled to address 
the Tuesday afternoon meeting on “The 
New Competition.” Other topics to be 
discussed are: ‘Merchandise and Merchan- 
| dising,” “Expense and Business Control” 
|}and “The New Customer.” 
| The convention will close on Thursday 
| morning, June 7, with the election of offi- 
| cers. Arthur R. Craig, secretary of the 
| 
| 
| 





| association, has arranged a program that 
| will be both interesting and instructive for 
every retail dealer. 


H. D. Sharpe, Vice-President, 
Community Chests and Councils 


Henry D. Sharpe, president Brown & 
Sharpe Mfg. Co., Providence, R. I., has 
been made vice-president of the American 
Association of Community Chests and 
Councils. He is president of the Provi- 
| dence Community Chest. 
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Louis Hanssen’s Sons Enter 
77th Anniversary Year 


Louis Hanssen’s Sons, wholesale and re- 
tail distributors of hardware at 213 W. 
Second Street, Davenport, Iowa, are cele- 
brating the 77th anniversary of the found- 
ing of the business. This old established 
firm was founded in 1851 by Louis Han- 
ssen on the site of the present building. In 
1871 he erected a new building, expanding 
the business in many directions. In 1897 
the founder turned the business over to 
his three sons, Louis, Jr., Charles and Ben, 
who incorporated under the present name. 
The founder died in 1908 and his son, 
Louis, Jr., in 1927. 

At the present time this successful firm 
is managed by Charles E. Hanssen who 
is president and general manager; Ben C. 
Hanssen, vice-president and _ treasurer; 
John Hanssen, secretary, and Waldo Han- 
ssen, assistant treasurer. The last two 
officers are grandsons of the founder. 

Today the company is conducting an 
unusually successful business. It is con- 
sidered to be the largest hardware house in 
Iowa and enjoys a reputation for selling 
quality hardware. Recently the interior of 
the firm’s building was remodeled. New 
fixtures were installed and an attractive 
store front erected. 


Additions Announced to 
Dill Mfg. Co. Sales Staff 


Due to an increased demand for its 
products, the Dill Mfg. Co., Cleveland, 
Ohio, has been forced to make several 
additions to its sales personnel. 

E. P. Johnson will have charge of sales 
work in Ohio and western Pennsylvania; 
H. E. Black has been sent to Philadelphia ; 
F. C. Geraghty is in Chicago; K. G. Jen- 
nings in St. Louis, Mo.; H. W. Baker in 
Atlanta, Ga.; E. V. Rohr in Detroit, 
Mich.; Wright Bronson in Akron, Ohio, 
and F. W. Bates in Cleveland. W. C. 
Holmes is representing the company on the 
Pacific Coast. 

In Toronto, Canada, where the Dill com- 
pany has established a branch plant, Albert 
Olson has been installed as branch man- 
ager. 


Perfection Stove Announces 
New Deferred-Payment Plan 


The Perfection Stove Co., Inc., Cleve- 
land, Ohio, has worked out a deferred 
payment sales plan to enable the dealers 
to sell oil cook stoves by that method. 
The plan has been developed with the aid 
of a large financing corporation. The 
Perfection company has no interest in it 
other than to explain its operation to deal- 
ers handling the stoves. The plan works 
out something like this: 

The cash price of a stove is $60. The 
dealer adds $6.66, making the sale price 
$66.66. He collects a down payment of 
$6.66 from the customer, who contracts to 
pay the balance in 12 equal monthly in- 
stallments of $5 each. The contract is sent 


to the financing company, who sends the 
dealer a check for $49.20, which is 90 
per cent of the balance owed by the cus- 
tomer, less the discount charge of 8 per 
cent. This added to the initial payment 
gives the dealer $55.86, which he receives 
practically immediately on the sale of a 
$60 stove. 

The dealer retains 10 per cent of each 
monthly payment from the customer, and 
the total cash he receives amounts to 
$61.86—a premium of $1.86 over the cash 
price. 


F. H. Dickison Now in Charge of 
Schick Razor Sales 


F. H. Dickison has been appointed sales 
manager of the Magazine Repeating Razor 
Company, New York City, manufacturers 
of the Schick Razor, succeeding Francis 
H. Elms, who, previous to his resigna- 
tion, had been in charge of marketing 
and merchandising the company’s product 
since its inception. 





F. H. DICKISON 


Mr. Dickison was formerly vice-presi- 
dent and general manager of the Tide- 
water Oil Company, 11 Broadway, New 
York City, having risen to that position 
from junior salesman. He was more re- 
cently in charge of sales for Indian Motor- 
cycle Company, of Springfield, Mass. 





Chain Products Co. Moves 
Its New York City Office 


The Chain Products Co., Cooper Avenue 
and Pennsylvania Railroad, Cleveland, 
Ohio, announces the removal of its New 
York City offices from 150 Chambers 
Street to 200 Varick Street, the new 
Graphic Arts Building. In the new loca- 
tion the company will have greater floor 
space, and the warehouse and shipping fa- 
cilities will be unsurpassed. Thomas A. 
Troy is the manager in charge of this 
office. 

The company also states that, due to its 
increased production on many chain items, 
it was necessary to equip a second plant on 
Lakeside Avenue, Cleveland, which will be 
devoted to the manufacture of Hodell tire 
chains exclusively. 








South Bend Bait Co. Offers 
Interesting Motion Pictures 


Announcement has been made by the 
South Bend Bait Co., South Bend, Ind., 
that two new motion-picture films are 
available to any organization for an eve- 
ning’s entertainment. These films, “Tigers 
of the North” and “Invading Muskie 
Land,” were made by Ivar Hennings in 
collaboration with the Canadian govern- 
ment. The camera was taken to north- 
western Ontario for the motion pictures, 
a country where few anglers have pene- 
trated. 

Muskies are landed weighing upward 
|of 25 lb. by bait casting from shore and 
| from boats. In one scene the picture 
shows the cast, the bait landing on the 
water, the strike, the setting of the hook, 
and the battle to land the fish—all con- 
tinuous action. 

A small folder has been issued by the 
South Bend Bait Co., describing the two 
mentioned films as well as others which 
it has made. In it is included an appli- 
cation for a showing date. Full particu- 
lars can be obtained from the company. 





Favorable Report Given 
Pullman Surcharge Bill 


A favorable report on the Robinson bill, 
prohibiting railroads from making the 
Pullman surcharge, has been ordered by 
the Senate Interstate Commerce Committee. 





Jersey Outing June 6 at Lake 


Hopatcong 
The famous annual outing of the 
North Jersey Hardware and Supply 
Association will be held Wednesday, 


June 6, at Bertrand’s Island, Lake Hopat- 
cong, N. J. The usual fine breakfast and: 
dinner will be served, in between which 
will be the ball game and various field 
sports. Tickets are selling fast. It’s a good 
party, with Morris Miller, 620 Newark 
Avenue, Jersey City, N. J., incharge. Send 
him, your reservations now. Those who 
are not driving their own cars may either 
join some party who is driving or have 
the committee arrange transportation. 








Weirton Steel Co. Advances 
F. A. Hanlin and F. M. Hesse 


At a recent meeting of the board of 
directors of the Weirton Steel Co., Weir- 
ton, W. Va., Fred A. Hanlin was elected 
| secretary of the company and Frank M. 
| Hesse treasurer. 

Mr. Hanlin and Mr. Hesse previously 
were respectively assistant secretary and 
| assistant treasurer of the company. 








Faultless Caster Co. Issues 
“Casters for Institutions” 


Faultless Caster Co., Evansville, Ind., 
has published “Casters for Institutions,” 
a descriptive booklet regarding its line of 
casters for hospitals and institutions. It 
is known as Catalog Section LA, and in 
addition to describing the casters, illus- 
trates many of them. 
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C. A. Heiser, Dallas Dist. Mégr., 
Oliver Iron & Steel Corp. 


C. A. Heiser, formerly assistant sales 
manager of the Southwest General Elec- 
tric Supply Co., Dallas, Tex., has been 
appointed district manager at Dallas by 
the Oliver Iron & Steel Corp., Pittsburgh, 
Va. 

Mr. Heiser is well known throughout 
the electrical industry in the Southwest 
He will represent the line material and the 
bolt, nut and rivet ‘departments of the 
Oliver corporation and will make his head- 
quarters at 409-11 Browder St., Dallas. 

The opening of the Dallas office makes 
the seventh new sales office to be estab- 
lished by the company during the last 12 
months. Other offices have been located 
at New York, Philadelphia, Detroit, Chi- 
cago, Kansas City, Mo., and Atlanta. 


The Lionel Corp. Plans 
Large Advertising Campaign 


The Lionel Corp., manufacturer of elec- 
tric model railroads and accessories is 
planning an extensive magazine and news- 
paper advertising campaign, said to be the 
largest in the history of the company. 
Full color pages in boy’s publications, gen- 
eral magazines and comic sections of news- 
papers will be used. A large newspaper 
advertising schedule has also been planned. 


Ashland, Ohio, Athletic Field to 
Be Known as Myers Field 


In honor of its donor, P. A. Myers, 
president of The F. E. Myers & Bro. Co., 
Ashland, Ohio, the new Y. M. C. A. ath- 
letic field in Ashland has been named 
Myers Field. The field, given to the 
Y. M. C. A. several years ago by Mr. 
Myers, will be improved and enlarged, all 
expenses incurred to be borne by the donor. 

Mr. Myers was formerly an athlete and 
is now a keen patron of sports. To him 
much credit should be given for Ashland’s 
ranking among athletically inclined cities. 


Simplification Now Effective 
For China Plumbing Fixtures 


A sufficient number of written accept- 
ances having been received for Simplified 
Practice Recommendation No. 52, on 
Staple Vitreous China Plumbing Fixtures, 
recently reaffirmed by the Advisory Com- 
mittee without change, the Division of 
Simplified Practice, of the Department of 
Commerce, Washington, D. C., has an- 
nounced that the project is now in effect, 
subject to annual revision or reaffirmation” 
by the industry. 

Eighty per cent of the known manu- 
facturers, distributors, and organized users, 
by volume of output, must accept the rec- 
ommendation in writing before it can be 





placed in effect by the Department of 
Commerce. Information, presented to the 
Advisory or Standing Committee for the 
Simplification, indicated a very satisfac- 
tory degree of adherence to the recom- 
mendation. 


Crashing Plane Kills Son 
of Frank E. Harwi 


From injuries received in an airplane | 
crash, Alfred Harwi, eighteen-year-old son 
of Frank E. Harwi, president of the A. J. 
Harwi Hardware Co., Atchison, Kan., died 
early the morning of May 10 in a hospital 
at Lawrence, Kan., where the young man 
was a freshman in Kansas University. 
Funeral services were held at Trinity 
Episcopal Church, Atchison, Sunday after- 
noon, May 13. 

The plane was a commercial machine, 
in which John Maxwell, pilot and a vet- 
eran of the World War, had been taking 
up passengers for several days. Alfred 
Harwi and Lewis Hardman, a fellow 
student, decided to go up with Maxwell 
on his last trip before dark. 

At a height of about 300 feet the pilot 
lost control and the plane crashed about 
two miles south of Lawrence, near the 
Haskell Indian School. The three occu- 
pants of the machine were rushed to the 
hospital, where Alfred died at 2.15 the 
following morning. His companions were 
badly hurt, 

He was a young man of much promise 
and a strong, pleasing personality. He 
had spent most of his vacations learning 
the wholesale hardware business in the 
house founded in Atchison by his grand- 
father, the late A. J. Harwi, fifty-three 
years ago. 

Frank E. Harwi, at the time of the acci- 
dent, was returning to Atchison from 
Washington, D. C., where he had been 
attending a conference on wholesaling un- 
der the auspices of the Chamber of Com- 
merce of the United States. 

Alfred is survived by his father, mother, 
two younger brothers, and a younger sis- 
ter. Many trade friends of Frank E. 
Harwi were among those who attended 
the funeral services. 


P. F. du Pont Dies—Former 
Executive of du Pont Co. 


Philip F. du Pont, a former executive 
of the E. I. du Pont de Nemours & Co., 
Inc., Wilmington, Del., passed away in the 
Delaware Hospital, Wilmington, Del., on 
May 17. His death was attributed to 
complications which followed a_ recent 
attack of grip. 

Mr. du Pont retired from active par- 
ticipation in the du Pont company in 1917 
and had been living in Fairville, Pa. He 
was forty-nine years of age. 

Mr. du Pont was a cousin of Lamont 
du Pont, president of the E. I. du Pont 
de Nemours & Co., Inc.; of Pierre du Pont, 
chairman of the board of directors of the 
General Motors Corp., and Irene FE. du 





Pont, former president of the company. 
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Kodel Radio Corp. Becomes 
Kodel Electric & Mfg. Co. 


The Kodel Radio Corp., Cincinnati, Ohio, 
has changed its name to the Kodel Elec- 
tric & Mfg. Co. The company’s Class A 
common stock capitalization has been in- 
creased to 100,000 shares. This change of 
name and increase of capital is a step 
toward the development of new products, 
the patent rights to which have recently 
been purchased. It is expected that the 
board of directors of the company will be 
increased from seven to nine members. 


————_ 


Barthel Needs Catalogs 


Barthel Hardware, Inc., 115 E. Main 
Street, Missoula, Mont., desires manufac- 
turers’ catalogs covering general hardware 
merchandise. 


W. C. Fownes and J. B. Orr 
Made Directors, McKinney 
Mfg. Co. 


W. CC. Fownes, formerly president 
Standard Seamless Tube Co., Pittsburgh, 
now head of Fownes & Orr Co., Inc., 
Pittsburgh, has been elected a director of 
the McKinney Mfg. Co., Pittsburgh. 

J. B. Orr, associated with Mr. Fownes, 
has also been elected a director of the 
McKinney company. 


Catalogs and Prices Wanted 

Franks’ Hardware & Electric Co. has 
been reopened at 106 W. 57th St., New 
York City. The company desires catalogs 
and price lists from manufacturers and 
jobbers. 


“The Oval” for May Contains 
Valuable Helps for Dealers 

The May issue of The Oval, published 
by the Paint and Varnish Division of 
E. I. du Pont de Nemours & Co., Inc., 
Wilmington, Del.% contains much valuable 
information for the retail hardware dealer. 
This publication is prepared as a service 
to dealers handling the company’s line of 
paint, varnishes, and Duco. The May issue 
contains timely merchandising plans, ex- 
periences of retail dealers, and sales ideas 
to help the dealer’s paint business. 

In a prominent position in this issue of 
The Oval is an interesting article regard- 
ing N. R. H. A. President R. J. Atkinson’s 
store in Brooklyn, N. Y. 


Hoxmer Desires Catalogs 


Hoxmer Hardware Co. has purchased 
the business of the Barthel Hardware, Inc., 
at Forsyth, Mont. The company would 
appreciate receiving catalogs from manu- 
facturers of general hardware merchan- 
dise. 
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Charles W. Asbury Addresses 
Philadelphia Retailers 


Charles W. Asbury, chairman of the 
Hardware Council, was the principal 
speaker at the celebration of the eighth 
anniversary of the Philadelphia Retail 
Association, held at Boothby’s Hotel on 
Thursday evening, May 17. 


There were 75 members present when | 
President Harry D. Kaise riewed the | 
resident arry Ml aiser reviewed the | 


eight years of association success, and 
pointed out the necessity of greater co- 
operation and closer personal contact 





CHARLES W. ASBURY 


among the independent retailers in order 
to improve their business conditions and 
profit thereby. Mr. Asbury spoke on the 
activities of the Hardware Council, which, 
he said, was really the result of a sug- 
gestion from the National Retail Associa- 
tion. Mr. Asbury referred to the element 
of human selfishness and the feeling of 
conflict of interests in which the Council 
is tackling a large size job, and hopes its 
findings may be considered as sound by 
the three branches of the industry. He 
referred to reports on income taxes by 
classes wherein 40 per cent showed no 
profit, but a loss by certain interests of 
$2,225,000,000 per year, which is taken out 
of capital. 

One wholesaler was cited who found 
an appalling number of items having an 
invoiced value of less than $1 and cost- 
ing more than that to do business; fur- 
thermore, where he covered a given terri- 
tory fifteen years ago with two trucks, 
he now required forty-two as a result of 
quick deliveries incident to hand-to-mouth 
buying. It is necessary to strengthen our 
position against the chain stores and their 
large purchasing power. It appears that 
the installment practice has been of some 
benefit to the economic strength of the 
country, but in other instances has induced 
people to buy beyond their means. There 
is the problem of marketing trade-marked 
goods with the fine distinction on resale 
prices that must conform to the Sherman 
Anti-Trust Law. Manufacturers’ “seconds” 
—goods which will not pass minute in- 
spection, but are as good in use as goods 
of the first-class—must receive serious con- 
sideration. In figuring distribution of 
overhead expense, it is too much bunched 
and averaged, because it is a difficult prob- 





lem to figure percentages on the many 
items. A wholesale house now figuring 
has found a great variation that is astound- 
ing. 

John M. Dervin, a prominent 
furnished some food for thought 
recognized commercial leadership 
mount in this country. 

An_ excellent 
the celebration 
ville entertainment. The 
charge consisted of Nathan 
C. Richard Watson, and James M. Rose. 


attorney, 
when he 
as para- 


was served, and 
with a vaude- 
committee 


dinner 
concluded 





Baltimore Association Holds 
Interesting May Meeting 


On May 8 the regular monthly meeting 
of the Baltimore Retail Hardware Asso- 
ciation was held in the Hotel Kennan, 
Baltimore, with 30 members present. A 
supper was served preceding the meeting. 

The first speaker of the evening to be 
introduced by President Ernest Johan- 
nesen was Webster S. Blades, a representa- 
tive of the Baltimore Association of Com- 
merce. In speaking about the Baltimore 
Products Week, Mr. Blades explained that 
his association was sponsoring this move- 
ment to acquaint the citizens of Baltimore 


in | 


C. Engle, | Metropolitan Hardware Association, New 





with the wide line of products manufac- | 


tured in the city. He explained the manu- 
facturing advantages of Baltimore as com- 
pared to other cities, and emphasized the 
fact that more manufacturers are locating 
their plants in Baltimore than ever before. 

The Reyburn Mfg. Co., Philadelphia, 
Pa., had two representatives at the meet- 
ing, and, following Mr. Blades’ talk, gave 
a demonstration of window decorating with 
crépe paper. Five sample windows were 
arranged, each showing various effects of 
color blending and pattern design. Each 
step in the arrangement of the windows 
was carefully and fully explained to the 
Baltimore members. 


After the crépe paper demonstration. 


President Johannesen introduced J. 
Baughart, president of, the Baltimore 
Wholesale Grocery Association, a _ co- 
operative buying organization. He spoke 


on the chain store competition. 

Before the meeting was adjourned the 
members were urged to go to the N. R. 
H. A. Convention, to be held in Boston 
in June. 


Westinghouse Electric Reports 
1927 Business 


Sales of the Westinghouse Electric & 
Mfg. Co. for the year ending March 31 
were, in round numbers, $175,000,000; the 
net manufacturing profit was $14,000,000; 
the net income available for dividends was 


$15,600,000, and equal 13.4 per cent per | 


share of preferred and common stock. 
Dividends were paid during the year on 
both stocks at the rate of 8 per cent per 
annum, or $4 per share of $50 par value. 
In the previous year, sales totaled $185,- 
500,000, and earnings per share were $6.80. 

The sum of $3,000,000, representing a 
Federal income tax reserve no longer re- 
quired, was restored to the surplus; a 








reserve of $1,800,000 was created for pen- 
sions and other possible adjustments; and 
the account for patents, charters, and 
franchises, previously $4,700,000, was writ- 
ten down to $1. 


Hardware Boosters to Hear 
S. J. Milligan at May Meeting 


Sidney J. Milligan, president of the 
York City, and past president of the North 
Jersey Hardware Association, will be the 
chief speaker at the May meeting of The 
Hardware Boosters, held in the Hardware 
Club, New York on Saturday, May 26. 

Mr. Milligan is a popular speaker, and 
his address will be of interest and benefit 
to hardware men. 


All hardware dealers who are members 
of associations affiliated with the Metro- 
politan Association are invited to attend 
the May meeting and luncheon as guests 
of the Boosters. Lunchecn will be served 
at 1 p. m. 


—_—_— 


Next Pasha Convention to Be 
Held in Atlantic City, N. J. 


Announcement is made that the next 
convention and exhibition of the Pennsyl- 
vania and Atlantic Seaboard Hardware 
Association (PASHA) will be held in the 
new Municipal Auditorium in Atlantic City, 
N. J., from Feb. 19 through the 22nd, 
1929. 

Plans at present indicate that headquar- 
ters for all activities will be located in the 
auditorium and that the equipment for the 
exhibition will be entirely new. 





P. R. Burtnett Addresses 
Manhattan and Bronx Meeting 


P. R. Burtnett, director of the Paint and 
Allied Industries Credit Bureau, New York 
City, was the speaker at the regular month- 
ly meeting of the Manhattan and Bronx 
Association at the Prince George Hotel, 
Twenty-eighth Street and Fifth Avenue, 
on Tuesday, May 15. Mr. Burtnett ex- 
plained the advantages of membership in 
a credit organization, and after his talk 
answered questions from the members. 
No official action was taken by the asso- 
ciation at this meeting, but further discus- 
sion is expected. 

Representatives of a new advertising 
sign demonstrated their product, and a 
good deal of interest was shown by the 
members. 

J. W. Blair, treasurer and indefatigable 
seeker after interesting features for the 
meetings, brought several new ideas that 
are being used by other stores. He also 
pointed out that a new type of tin con- 
tainer is now being used by several manu- 
facturers, which requires no can opener, 
but is easily opened by pulling a piece of 
wire from the under side of the lid. When 
opened, the container presents a smooth 
edge, eliminating the danger of cutting and 
providing a useful container. 
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Washington News Letter 


Federal Trade Commission Plans Inquiry Into Chain Store System of Merchan- 
dising Called for by Resolution of Senator Brookhart—Nation-wide Retail Credit 
Survey to Begin Immediately—New Manufacturing Plants Established in 1927 


(Washington Bureau of HARDWARE AGE) 


The Federal Trade Commission has 
already taken under consideration plans 
for its inquiry into the chain store sys- 
tem of merchandising which is called 
for by the resolution of Senator Brook- 
hart of Iowa and adopted by the Sen- 
ate. It is recognized as a large under- 
taking, and it is likely that the Com- 
mission, through one of its personnel, 
will organize a staff to survey the chain 
store systems throughout the country. 
Indications are that the study will re- 
quire a long period for preparation of 
the report to the Senate. However, the 
Commission has a considerable time 
ahead of it, inasmuch as the next ses- 
sion of Congress will not convene until 
December. 

As was stated in the resolution, the 
investigation is to cover “the chain 
store system of marketing and distri- 
bution as conducted by manufacturing, 
wholesaling, retailing or other types of 
chain stores.” The Commission is in- 
structed to report to the Senate its find- 
ings concerning the possible extent to 
which such consolidations have been ef- 
fected in violation of the anti-trust 
laws, their possible susceptibility to 
regulation by present laws and “what 
legislation, if any, should be enacted 
for the purpose of regulating and con- 
trolling chain store distribution.” 

The fact that chain stores, unlike in- 
dividual retail units, have the advan- 
tage of quantity purchases also is a fac- 
tor which it is understood will come 
within the scope of the resolution and 
one which has attracted considerable at- 
tention in the merchandising field as it 
may relate to anti-trust laws. The 
question of distribution, constantly 
given greater study, affects the funda- 
mental factor of cost and its proper or- 
ganization is essentially a matter of 
deep concern to both the consumer and 
manufacturer inasmuch as_ improve- 
ment in distribution processes means 
increased demand. It is a matter that 
is being studied more intensely not only 
by the chain store systems, but by in- 
dividual retailers as well. It is like- 


wise notable that the large catalog | 


houses are establishing stores at many 
points to give service directly over the 
counter. 

* * * 


Under the auspices of the Depart- 
ment of Commerce and the National Re- 
tail Credit Association, a nation-wide 
retail credit survey will begin immedi- 








By L. W. Moffett 

















ately at Baltimore, it has been an- 
nounced by Dr. Julius Klein, director of 
the Bureau of Foreign and Domestic 
Commerce. Precise information about 
existing credit methods and their re- 
sults is expected to induce many bene- 
ficial changes contributing toward lower 
living costs for consumers and a bet- 
ter balance for tradesmen. According 
to J. R. Hewitt, first vice-president of 
the National Retail Credit Association, 
retail sales now approximate $40,000,- 
000,000 a year, 60 per cent of which in- 
volve credit in some form. The Balti- 
more questionnaire is in the nature of 
a preliminary test and it will serve as 
a basis for a country-wide questionnaire 
to be sent out later in the summer. The 
National Retail Credit Association 
asked the Department to undertake the 
survey, being convinced on the basis 
of intimate knowledge of credit condi- 
tions that there is a serious lack of 
reliable information regarding credit 
and that many conclusions are being 
reached which may be false or even dan- 
gerous. It was also felt that informa- 
tion of this type should be collected by 
a governmental agency so that results 
can be made readily available to every 
one on an impartial basis with absolute 
assurance that the separate returns of 
firms and individuals will be held strict- 
ly confidential. The principal questions 
asked are based upon three major sub- 
jects—cash transactions, open credit 
and deferred or installment payments. 
Other questions relate to the monthly 
balance, collections, bad debts and the 





detailed administration of credits. It 
is maintained that information of the 
type indicated, if adequate returns can 
be secured from the country as a whole, 
will be of substantial importance in sta- 
bilizing business. It will not only be 
instrumental in assisting the merchant 
to decrease the losses associated with a 
large proportion of today’s credit trans- 
actions, it is contended, but will enable 
him to pass on the resultant gains to 
the consumer in the form of lower 
prices. 

The Chamber of Commerce of the 
United States recently issued a report 
concerning new manufacturing plants 
established in 1927, including branches; 
removal of plants from one place to an- 


| other, how the plants were financed, 


the number of employees engaged, and 
other interesting details. The report 
was not attempt as a complete under- 
taking, but does include data received 
from 755 cities, of which 406 reported 
the establishment of new manufactur- 
ing plants and 349 reported no new 
manufacturing plants. ‘In these 406 
cities 1233 new manufacturing plants, 
218 branch plants and 250 removed 
plants were established, making a total 
of 1701 manufacturing plants. The 
study will be of value to those inter- 
ested in industrial promotion work and 
those ‘who are watching the migration 
of industry, which, by the way, was not 
found to be so marked as had been ex- 
pected from general reports. Likewise 
the report, of course, gives an interest- 
ing light on the development of industry 
in the United States. In cutlery and 
tools, for instance, the report shows the 
establishment of only one primary plant 
with employees ranging from 11 to 25. 
In hardware, “not elsewhere classified,” 
there were 21 primary plants and two 
branch plants established, eight of the 
primary plants employing only one to 
five; four employing six to 10; five em- 
ploying 11 to 25; two employing 26 
to 50, and two employing 51 to 100, 
while the two branch plants employed 
from 11 to 25. There were 10 plants 
removed from one place to another, 
three of which employ over 100. One 
hardware plant with headquarters in 
Chicago established a branch in Detroit. 
One primary hardware plant moved 
from Chicago to Memphis, Tenn.; an- 
other from Leominster, Mass., to Fitch- 
burg, Mass.; another from Detroit to 
Grand Haven, Mich.; another from 
Brooklyn, N. Y., to Marion, Ohio. 
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General Market News 








Seasonal Hardware Lines 
Showing Greater Activity, 
Staples Active—Prices Firm 


New YorK, May 23.—Spring hardware lines, particularly garden 
and lawn tools and supplies have been greatly stimulated during the 
past week. Western reports indicate slightly busier wholesale sec- 
tions than those in the East, where the unseasonal weather has been 


the main retarding factor. Still 


better weather will quickly stimu- 


late a heavy trade in spring lines in all sections of the country. 


Stocks are in a healthy condition, 
markets. 


and prices are generally firm in all 


Building throughout the country is proceeding at a rapid pace, 
and the resultant business is being felt by the hardware trade. 
Staple hardware is having a consistent call and collections are 


showing some improvement. 





Dollar’s Buying Power 100.4, 
Says Prof. Fisher 

Prof. Irving Fisher of Yale Univer- 
sity announced May 13 that the previ- 
ous week’s wholesale commodity prices, 
based on Dun’s quotations, averaged 
99.6 per cent of the 1926 level. The 
April average was 99.1. The purchas- 
ing power of the dollar was 100.4c. on 
a 1926 basis of 100c., says the Journal 
of Commerce. 

Crump’s index for the week on the 
revised 1926 level was 96.2. 

The Italian index on the revised 1926 
level for the week ended May 5 was 
75.6. The April average was 75.3. 


Slight Increase in Commercial 
Failures Reported 


The number of failures in the United 
States, as reported to R. G. Dun & 
Co., is comparatively large this week, 
it being a total of 517. This is slightly 
above last week’s 512 defaults, and is 
seventy-five in excess of the 442 in- 
solvencies a year ago. Decreases in 
the East and the West this week from 
the figures for last week are a little 
more than offset by increasés in the 
South and on the Pacific Coast, while 
the number this week is larger in 
every section than was the case a year 
ago. With the increased total of fail- 
ures, the number involving more than 


$5,000 of liabilities rose to 287, com- 
pared with 248 similar defaults a year 
ago. 

Bradstreet’s reports 421 failures for 
the week in the United States as com- 
pared with 425 for the previous week 
and 383, 447, 386 and 387 for the cor- 
responding weeks 1927 to 1924. The 
New England States had 51; middle, 
116; western, 91; northwestern, 37; 
southern, 77; far western, 49. Canada 
had 30 defaults for the week against 
34 for the preceding week. In the 
United States about 78’per cent of the 
concerns failing had $5,000 capital or 
less and 16.8 per cent had from $5,000 
to $20,000 capital. 


Bank Debits 10 Per Cent Lower 
Week Ended May 9 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended May 9, aggregated $16,972,000,- 
000, or 10 per cent below the total of 
$18,818,000,000 reported for the pre- 
ceding week, and 31.1 per cent above 
the total for the week ended May 11, 
1927. 

Aggregate debits for 141 centers for 
which figures have been published 
weekly since January, 1919, amounted 
to about $16,201,000,000, as compared 
with $18,005,103,000 for the preceding 
week and $12,224,021,000 for the week 
ended May 11, 1927. 








Federal Reserve Board 
Sees Prosperity 

According to an announcement by 
the Federal Reserve Board last week, 
the American industrial and commer- 
cial horizon shows material signs of 
prosperity. Summarizing conditions, 
the Reserve Board’s monthly bulletin 
said: 

“Industry and trade, which experi- 
enced recession in the late months of 
last year, have become considerably 
more active since that time, with the 
consequence that by the end of the first 
quarter commodities in general were 
being produced and distributed in about 
the same volume as a year ago. 

“The output of manufacturers in- 
creased rapidly during the quarter 
from an exceptionally low level, was 
unusually large in March and for the 
quarter as a whole was slightly larger 
than in any previous year. Building 
activity increased seasonally, espe- 
cially in February, and_ contracts 
awarded during the quarter slightly 
exceeded awards in the corresponding 
period last year.” 

Volume of mineral production has 
not changed much for several months, 
and has continued to be considerably 
smaller than during the early part of 


last year. The board’s review showed 
that distribution of goods through 
wh6lesale and retail channels on the 
whole was slightly larger during the 
first quarter than a year ago, partly in 
consequence of larger purchases this 
year by residents of agricultural dis- 
tricts, and also as a result of the recent 
improvement in industrial districts. 
Board experts found that a large 
part of the recent increase in indus- 
trial activity, as well as of last year’s 
decline, has reflected fluctuations in 
the production of automobiles and of 
the supplies and materials used in that 
industry. The reduction in automobile 
output in 1927, after two years of large 
production, was due in large part to the 
suspension of operation in the Ford 
plant in the preparation for the man- 
ufacture of a new model, of which pro- 
duction did not begin until late in the 
year and then only on a small scale. 
“Within recent months, however, 
Ford production has increased and 
other companies have also expanded 
operations rapidly, with the result that 
the industry’s population’s buying 


power has been greatly augmented. 
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Chicago Business Is Somewhat Improved 
—Prices Remain Unchanged 


(Chicago office of HARDWARE AGE) 
CHICAGO, May 22.—Both the retail and wholesale hardware trade 
continue to show a marked improvement in keeping with the better 
weather conditions. While still higher temperatures and additional 
rains are badly needed, spring and summer merchandise is begin- 
ning to move at a more nearly normal rate. 
farm work is from 15 to 40 days late in the various agricultural sec- 
tions and consequently it is rather early to draw any definite con- 


clusions as to the crop outlook for the coming season. 


While sales have so far been rather slow, prices have remained 
remarkably firm and again this week there are no changes to be re- 


ported. 


Operations of the local steel mills dropped a shade during the past 
week, but are still up to a rather high level. 
ports of price concessions being offered on bars, shapes, sheets and 


plates to meet competition from outside mills. 


Building programs, especially in the larger centers, are going for- 
ward rapidly while the number of new permits being issued would 
continue for some time. The de- 


indicate that this activity would 


mand for materials of all kinds is correspondingly active. 
Collections are only fair at this time. 





AUTOMOBILE ACCESS ORIES.— 
Sales show a littie improvement. Prices 
are mostly firm. The demand for tires 
is holding up well. 


JOBBERS oy hs oe: TO RE.- 
TAILERS, F.O.B. CHICAGO 

Spark Plugs. —Splitdorf, or Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box Line, 58c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C., Special Ford, 
36c. each. 

Spot Light.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 


ch. 
Pumps.—Rose, 1% in. cylinder, 


Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $6.10; heavy 
duty oversize, $8.30; 33 x 4 Liberty, 
$11.15; heavy duty, $13 ~ balloon 
tires, OT x 4.40, $8.70; 29 x 4.40, $9.15; 
s* x 6, » fi: 32 x 6, heavy duty, $21. 10; 


gray, 27 x : 40, 31. 80; oe 40, $1.85; 
33 P, 5, $2.2: ; $2°x 6, $3. ; 32 x 6.20, 
3.50. 


BASEBALL GOODS.—Dealers are or- 
dering quite liberally in anticipation of 
Decoration Day needs, especially on 
bats. 


JOBBERS QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Goldsmith Official League ball, 
$15.00 doz.; Louisville Slugger bat, 
$16.29 doz. 

BOLTS AND NUTS.—The demand is 
showing .a steady improvement. Prices 
are firm. 

JOBBERS ry BM ve TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, “cut thread, 60 per 
cent discount, small carriage bolts, 
rolled thread, 60-10 per cent discount; 
machine bolts, cut thread, 60 per cent 
discount; small machine ‘bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—Sales are 
seasonably good. No price changes are 
in prospect. 


JOBBERS QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

3% x 3% steel butts,“ old copper 
and dull brass finish, $2.07 per doz. 
pair, case lots; less quantities, 9c. 
per doz. pair higher; 4 x 4 steel butts, 
old copper and dull brass finish, $2.90 
per doz. pair, case lots; less quanti- 
ties, 10c. per doz pair higher; heavy 
steel bevel inside sets, $5.50 per doz. 
sets, case lots; steel bit- keyed front 
door sets, $1.45 per set; wrought 
brass, bit-keyed front door sets, 
$2.60 per set; cylinder front door sets, 
$6 per set. 


well and prices are unchanged. 


JOBBERS QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

%-in. proof cow chains, $8.50 per 
100 lb. Tenesco Bull Dog and Brown 
coil chains, 50-10 per cent discount. 
No. 00-4% electric welded cow ties, 
$2.75 per doz. 


an upward tendency. 
good. 


JOBBERS QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Copper rivets and burrs, 40-20% per 
cent discount. 


are quite steady, with orders good. 


JOBBERS QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

28 gage single head lap joint gut- 
ter, 5 in., $4.50 per 100 ft.; corrugated 
conductor pipe, 8-in., $4.80 per 100 
ft.; plain ridge roll, 114-in., $3.65 per 
100 ft.; corrugated conductor elbows, 
3 in., $1.51 doz. 


price changes. 


JOBBERS QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 
Electrical merchandise, No. 14 rub- 
ber covered wire, $5.80 per 1000 ft.; 
in less than 1000 ft. lots, $6.30; No. 
18 lamp cords, $10.25 per 1000 ft.; 
in 1000 ft. lots, 512; 4%-in. brush brass 
key sockets, 15%c., each; two-way 
plugs, 45c. each, in lots of 10, 40c. 
each; two-piece attachment plugs, 
7%c. each; dry cells, boxes of 50, 
3214c. each; less than case lots, 36c. 





each. 


It is estimated that 


There are some re- 


CHAIN.—The demand is holding up 


COPPER RIVETS AND BURRS.— 
Prices are unchanged, but are showing 
Sales are very 


EAVES TROUGH, PIPE, ETC.—Prices 


ELECTRICAL MERC HANDISE.— 
Sales are improving materially. No 





Electrical Appliances.—Iron Hot 
Point, $4.20; in lots of six, $3. | 90; Sun- 
beam, $5; lots of six, $4.75; Per- 
colator, Universal 9169, "$16. 65. 

Radio Supplies. —Radio B batteries, 
D 779 E, $1.40 each; base lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; pack- 
ages of 5, $1.92; No. 486, $3.58 each; 
packages of 5, $3.33; new No. 485 
Layerbilt battery, less than standard 
package, $2.53 each; standard pack- 
age lots, $2.33 each. 

Battery Chargers.—Apco line, lots 
of less than 10, $9.90 each. 

FILES.—The demand is normal and 
prices are unchanged. 

JOBBERS be ge se TO RE- 
TAILERS, F.O.B. CHICAGO: 

American files, * 60- 10 per cent off 
list; Nicholson files, 50 per cent off 
po aa Diamond files, 50 per cent 

st. 
FISHING TACKLE.—The opening of 
the game fishing season is greatly stim- 
ulating the demand. 

JOBBERS QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Bronson. No. 1800, $1.60 each; Chi- 
cago level winding reel, $2. ~ each; 
Symploreel No $4.90 each 

GALVANIZED WARE—High prices 
for milk and butter are causing an ac- 
tive demand for dairy supplies. Poultry 
equipment sales, however, are slow. 

JOBBERS QUOTATIONS TO RE.- 


TAILERS, F.O.B. CHICAGO: 
Standard galvanized after made 


er No. 1, $5.75; No. 2, $6.50; No. 
$7. 65; 10 ¢ galvanised after made 
ot $2 .00; $2.25; , $2.50; 


1 gal. all  eeatied oil eee spec ial, 
$2.35 dozen; 3 gal., $4.00 dozen; 
3 gal., $5.75 doz.; 5 gal., $7 doz.; 1 bu. 
galvanized baskets, $6.25 doz.; No. 26 
baled % bu. galvanized measure, 
$4.50. 
GARDEN HOSE.—Due to the lack of 
rain this spring sales of garden hose 
are considerably ahead of this same 
time last year. 


JOBBERS QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 


Garden hose, good quality, molded 
ho&Se, %-in., llc. per ft.: 12%. per 
ft.; 5 ply, good quality, wrapped, % 


in., 8c., per ft.; % in., 9%c. per ft. 
Lawn sprinklers, Rain King, $28 a 
doz.; original fountain sprinklers, $6 
doz.; Rainbow, 38-in. high, $24 a doz. 
GLASS AND PUTTY.—Local jobbers 
have not yet fdllowed the. recent ad- 
vances made by the manufacturers, but 
will probably do so shortly. 
JOBBERS QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Single strength A, all _ brackets, 
89-5 per cent discount: single strength 
B, all brackets, 90-7% per cent dis- 
count; double strength A, all brack- 
ets, 8 per cent discount; double 
strength B, all brackets, 10-5 per 
cent discount; putty, pure grade, 
$4.25 per 100 Ilb.; commercial, $3.50 
per 100 Ib. 
HAMMERS AND HATCHETS.— 
Prices are firm after the recent ad- 
vances. Sales are quiet except on me- 
dium grades. 
JOBBERS QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Hammers.—First quality, 16 oz. 


nail hammers, $12 doz.; Maydole, 
$12.60 doz.; 16 oz. machinists’ ham- 
mers, first quality, $9.20 doz.; com- 


petitive grade, 16 oz. nail hammers, 
$6 to $8 doz. 

Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
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shingling, $8 doz.; medium ae, 


hatchets, No. 2 broad, $12.50 
HANDLES, ph hear dne (eg ha as 
are about normal for this time of year, 
with the market firm. 


JOBBERS QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Hay fork handles, straight, 
chucked and bored, X ft., $2.40 
per doz.; 4% ft., $2.70 per. doz. ; 
XX 4 ft., $3.90 per doz.; 4% ft., $4.20 
per doz.; ash fork handles, bent, 
chucked and bored, X 4 ft., $2.90 per 
doz.; 4% ft. $3.20 per doz.: ash hay 
fork handles, bent with strap, fer- 
rule and cap, X 4 ft., $4.90 per doz.; 
4% ft., $5.25 per doz.; XX 4 ft., $6.15 
per doz.: 4% ft., $7.10 per doz.; bent 
manure fork handles, plain, X 4 ft., 
$3.05 per doz.; 4% ft., $3.40 per doz.; 
XX 4 ft., $4. 65 per “he: 4% ft., $5 
per doz.; bent manure fork handles, 
with strap, ferrule an cap, X 4% ft., 
$5.25 per doz.; XX ft., $6.65 per 
doz.; 4% ft., $7. 10 aA doz.; garden 

handle, X 4% ft., $2.60 per 
.; XX 4% ft., $3.70 per doz.; rake 
handles, X 5% ft., $3.50 per doz.; 
XX 5% ft., $5.65 per doz.; shovel 
handles, regular pattern, X 4 
$4.26 per doz.; XX 4% ft., $5.99 per 
doz.; D shovel handles, X, $5.25 per 
doz.; XXX, $8 per doz.; wood D 
spade handles, X, $4.90 per doz.; D 
shovel handles, X, I. D. L. top, $4.45 
per doz.; Sturd-E top, $4.50. 


HANDLES, HICKORY.—Except for 
occasional “leaders” prices are very 
strong. Sales trend about normal. 


JOBBERS QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 1 (new B. W.) hickory, $4 doz.; 
No. 2 (new B. R.), $3 doz.; second 
growth hickory (new A. W.), $5 doz.; 
finest selected second growth hickory 
(new A. A.), $6.50 doz. 

Hatchet and Hammer Handles.— 
finest 





No. 1 (new S. B. R.), 90c. doz.; 
second growth hickory (new S. A. 
W.), $1.80 doz. 


HINGES.—Sales are very satisfactory 
and prices are firm. 


JOBBERS QUOTATIONS TO RE 
TAILERS, F.O.B. CHICAGO: 


Heavy strap hinges in bundles, 4 
in., 92c.: 5 in., $1.22: 6 in., $1.54; Sin, | 
$2.47: 10 in., $4.00 per doz. pair; | 
extra he avy T hinges in bundles, 4 
in., $1.26; 5 in., $1.56; 6 in., $1.87; 8 
in., $2. 80; 10 in., $4.50 per doz. 


ICE CREAM FREEZERS.—tThere is a 
gradual increase in the demand as the 
season advances. 


JOBBERS QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

White Mountain, 1 qt., $4.80 list, 
2 qt., $5.60 list; 3 qt., $6.75 list; 4 at., 
$8.25 list; 6 qt., $10.45 list; 8 qt., $13.40 
list; 10 qt., $17.90 list; 12 qt., $21.50 
list; 15 qt., $25.60 list; 20 qt., $33.20 
list; 25 qt., $42.60 list. Arctic, 1 qt., 
$4 list; 2 qt., $4.60 list; 3 qt., $5.45 list; 
4 qt., $6.80 list; 6 qt., $8.60 list; 8 qt., 
$11.10 list. All the above less 50 per 
cent discount. Alaska, 1 qt., $2.95 
list; 2 qt., $3.45 list; 3 qt., $4.10 list; 
4 qt., $5 list; 6 qt., $6.30 list; 8 qt., 
$8.20 list; 10 qt., $10.75 list; 12 qt., 
$14 list; 15 qt., $17 list; 20 qt., $21.50 
list. A discount of 20 and 10 per cent 
on all above prices. Acme, 2 qt., 
galv., $8 doz.; 2 qt. enamel, $10 per 
doz.; 4 qt. enamel, $18 per doz. 
Above prices are net. 

Everybody s Freezers, 1 pt., $3.50; 
1 qt., $4.50; 2 at., $6; 3 qt., $7; 4 qt., 
$8. Prices are each and subject to 
a dealer’s discount of 30 per cent off. 


LAWN MOWERS.—The unseasonable 
weather conditions so far this spring 
are retarding sales materially. 


JOBBERS rc gitar yy: TO RE- 
TAILERS, F.O.B. CHICAGO: 

16-in. ball bearing, 5-knife, 11-in. 
wheels, $12.35 each; 16-in. bail bear- 
ing, 4-knife, 10%-in. wheels, $10 each; 
16-in. plain bearing, 4-knife, 10%-in. 
wheels, $8.65 each; 16-in., ball bear- 
ing, 4-knife, 9-in. whece.s, $7.85 each 
16-in. plain bearing, 4-knife, 9-in. 








wheels, $7.35 each. 
NAILS.—Sales are slowing a trifle, 
though prices 
changed. 


are steady and un- 











JOBBERS QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

L.c.1. quantities common wire and 
cement coated nails, current L.c.l. 
stock orders, $3.10 per keg base, Dec. 
1, 1927, extras. 


OIL AND GASOLINE STOVES.— 
While sales are somewhat below nor- 
mal, a spell of warm weather is ex- 
pected to bring a rush of sales. 


JOBBERS retry: TO RE- 
TAILERS, F.O.B a ICAGO: 

Perfection. 72, 2 rig 

17.50; No. 73, 3 oncllbein $22.50; No 
4, 4 burners, $28.50. 

Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 

Puritan (Improved Model).—No. 42, 
2 burners, $17.50; No. 43, 3 burners, 
$22.50; No. 44, 4 burners, $28.50. 

Puritan discounts the same as Per- 


fection. 

Nesco.—No. 212, 2 burners, ¥ 50; 
No. 213, 3 burners, $22; No. 214, 4 
burners, $28; No. 11063, high shelf 
only, $6.50; No. 1104, high shelf only, 
8 


With vitreous enameled stove stops 
and splash backs.—No. 233, 3 burn- 
ers, $36.50; No. 244, 4 burners, $44.50. 

Nesco dealer’s discount, 30 and 5 
per cent. 

Nesco Rolo, 
$90; No. 400, 
$63. Dealers’ 
cent. 


5 burners and oven, 
built in oven model, 
discount, 30 and 5 per 


322, range, $114; No. 
328, range, $72: No. 325, range, $45; 
No. 329, range, $52.50; No. 324, range, 
$39: No. 330, range, $34.50. 
Coleman dealers’ discount, 3344 


cent. 
OVENS 


1 burner, plain door, $2.50; 
No. 211G, 1 burner, glass door, $2.70; 
No. 112G, 2 burners, glass door, $6. 

Dealers’ discount on 10 or more, 30 
and 5 per cent; less than 10, 30 per 





per 


No. 211, 


cent. 

Puritan.—No. 42G, 2 burners, glass 
door, $5.50. 

Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 

Nesco.—No. 05, 1 burner, solid 
door, $2; No. 5, 1 burner, glass door, 
$2.15; No. 020, 2 burners, solid door, 
$4.25: No. 20, 2 burners, glass door, 
$4.50; No. 301, 2 burners, glass door, 
thermometer, $6.40. 

WICKS, ETC. 

Rockweave_ wick, 25c. each; Per- 


fection and Puritan, $4 per doz. and 
$48 per gross. 

Discounts same as on 
stoves, ovens and heaters. 


PAINTS AND OILS.—There is a good 
seasonal demand and prices are un- 
changed. 


JOBBERS QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Linseed Oil, Raw.—Barre!] lots, 85c. 
per gal.; 5 barrel lots, 82c. per gal. 
Linseed Oil, Boiled. — Barrel lots, 
ri per gal.; 5 barrel lots, 84c. per 


oil cook 


— Barrel lots, 
drums, extra, 


gal. 

Denatured Alcohol. 
58%c. per gal.; steel 
$6, returnable. 

Turpentine. — Drum lots, 7lc. per 
gal., net. 

White Lead.—100 Ib. lots, $13.25; 50 
Ib. lots, 7 25 Ib. lots, $3.40; 12% 
Ib. lots, $1.7 

Sh Site. (4% Ib. cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 

Tee. 


— Paste.—Barrel lots, per 


POULTRY AND FIELD FENCE.— | 
Sales are seasonally active and are still | 


improving. Prices are firm. 
JOBBERS QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

726- 61214, $28. 68 per 100 rods; 
1948-6-1414, $43.62 per 100 rods; 2158- 
6-4% $48.98 per 100 rods. 

PREPARED ROOFING.—Low price 
basis continues temporarily and sales 
are heavy. 


JOBBERS QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Best grade slate surfaced prepared 











| 


| 


| 
| 








| 
| 
| 
| 
| 


roofing, $1.75 per square; best grade 
talc surfaced $2.15 per square; me- 
dium tale surfaced, $1.30 per square; 
light tale surfaced, 90c. per square; 
red rosin sheathing, $55 per ton. 


PYREX WARE.—There is a satisfac- 
tory demand, with no change in prices. 


JOBBERS QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
‘Bread Pans.—No. 212, $7.20 dozen; 
No. 214, $12 dozen. 

New Handled Casseroles. — Round, 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 


Pie Plates.—No. 208, $6 per dozen; 


No. 209, $7.20 per dozen. 

Tea Pots.—2 oP: $21 doz.; 4 cup 
$24 doz.; 6 cup, 8 doz. 

Utility Pa Pans. P No 231, $8°doz.; No. 
232, $1 


Iced Tha ‘Petes —$4 per set. 

ROLLER SKATES.—The demand is 
rather small, with the active selling sea- 
son drawing to a close. 

JOBBERS QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Union roller skates, boys’, $1.40; 
girls’, $1.50; Chicago roller skates, 

’, $1.30; girls’, $1.40. 
ROPE.—Rope prices are steady, with 
usual sales volume. 

JOBBERS QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best Manila, standard brand, 2ic. 
per Ib.; No. Manila, 19c. per Ib.; 
No. 1, Sisal, 14%c. per Ib.; No. 
Sisal, 13c. per Ib. 

SASH CORD.—The demand is rather 
quiet for this time of year. Prices are 
unchanged. 

JOBBERS QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 7 standard brands, $7.90 per 
doz. hanks; No. 8, $8.90 per dozen 
hanks. 

SCREEN DOORS AND WINDOW 
SCREENS.—Season orders are opening 
up at a lively rate. Present prices are 
expected to continue. 

JOBBERS QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

No. 266, 2-8 x 6-8, 


Screen doors, 
$20.46 doz.; No. 296, 2-8 x 6-8, $24.66 


doz.; No. 311, 2-8 x 6-8, $20.92 doz. 
Window screens, No. 1833, $4.56 doz.; 
No. 2433, $5.40 doz. 


SCREWS.—With quite active sales 
volume there have been no recent price 
changes. 


JOBBERS QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

(New lists Jan. 3, 1928.) Flat bright 
screws, 50 per cent, round head, 
blued, 45 per cent; flat head brass, 45 


per cent; round head brass, 40 per 
cent. 
STEEL SHEETS.—Prices are un- 


changed except for quantity mill ship- 
ments. Demand is rather light. 


JOBBERS QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

28 gage galvanized sheets, $5.30 per 
100 Ib.; 28 gage black sheets, $4.20 
per 100 Ib. 


WRENCHES.—tThe new Master Still- 
son has had a large sale. Crescent. 
wrenches still move in large volume. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Agricultural wrenches, 60-10-5 per 
cent discount. Coes wrenches, 
40-10 per cent discount; engineers 
wrenches, 50-10 per cent discount off 
new list; Stillson wrenches, 70-10 per 
cent discount; Trimo, 70-5 per cent 
discount. 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set. 13.75; 
No. 202, Heavy Duty Set, $3.80; No. 
404, Flexible Socket Set, $8.80; No. 
608, Crankcase Drain Plug Socket, 
$3.20; No. 90, Square Socket Set, 
$3.70; No. 1817, Giant ‘‘Snap-on”’ with 
extra heavy duty rachet, $27.35. All 
Snap-on Wrenches less 33% per cent 
discount. 











HARDWARE AGE for MAy 24, 1928 


67 





Cincinnati Hardware Trade Improves— 
Prices Remain Firm—Collections Fair 


CINCINNATI, May 22.—There has been a slight improvement in 
the sales made by local hardware jobbers in the past two weeks 
with the result that bookings in May are running only slightly be- 
hind those in the corresponding month of 1927. The recession in 
business since April 1, however, has been great enough to put the 
total volume of orders to date this year behind that in the same 


period last -year. 


bility shown by prices in which there has been virtually no change 


One of the outstanding features of the market has been the sta- | 
| 
| 

Present indications are that current quo- | 


for more than 30 days. 


(Cincinnati office of HARDWARE AGE) 





tations will remain firm in the immediate future. 
While some spring items have not moved with the alacrity antici- | 


pated by the jobbing trade, seasonal goods considered as a whole 
have sold in about normal volume. 
fairly active for this time of the year. 
has been a pickup in demand because of the large scale on which 
construction work is being conducted in this district. 

The retail hardware trade is complaining somewhat of the dull- 
ness of business and estimates place sales slightly below normal 
for May. Collections are reported to be fair. 


Shelf merchandise has been 
In builders’ hardware there 





AUTOMOBILE ACCESSORIES. 


Business has turned upward in the past | 


two weeks, partially on account of the 
Jobbers, however, 
feel that sales are not up to normal 
volume for this time of the year. Tires 
and tubes are moving at a better rate. 


excellent weather. 


Prices are unchanged. 


We quote from Cintinnati jobbers’ 
stocks: 


Tires 30x8% 29x4.40 
CHO STAGE 20.0. 008505 $5.00 $6.30 
Medium grade ........ 6.10 7.55 
pS ee ere 8.75 9.65 

Tubes: 

CHOGD BTEGS 26.06.0045 1.00 1.25 
Medium grade ....... 1.25 +e 
ge | eee 1.45 1.85 


Note—30 x 3% unguaranteed cord 
tires, $4.25 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $6.10; heavy 
duty oversize, $8.30; 32 x 4 Liberty, 
$11.15; heavy ‘duty, $13.80; balloon 
tires, 27 x 4.40, $8.70; 29 x 4.40, $9.15; 
30 x 5, $13; 32 x 6, heavy duty, $21.10; 
32 x 6.20, heavy duty, $24.85; tan 
tubes, 30 x 3, $1.60; 32 x 4, $2.50; 
34 x 4%, $3.10; -balloon tire tubes, 
gray, 27 x 4.40, $1.80; 29 x 4.40, $1.85; 
30 x 5, $2.25; 32 x 6, $3.10; 32 x 6.20, 
$3.50. 

Spark Plugs.—Splitdorf spark plugs, 
32c. each; 30c. in lots of 100; Ford 
spark plugs, packed one set of four 
to a box, $1.10 per box. 

Chamois Skins.—13 x 16 in., 38c. 
each; 14 x 18 in., 54c. each; 15 x 20 
in., 65c. each. The chamois skins are 
packed one to an envelope and 12 
envelopes in a box. 

Polish—HLF polish in % pints, 
packed 24 to a case, 50c. per % pint; 
HLF polish in pint bottles, packed 
12 to a case, $1 per pint; HLF polish 


COOK STOVES AND OVENS.—A 








in quarts, packed six to a case, $1.50 
per quart. On the above prices there 
is a discount of 40 per cent on indi- 
vidual packages, 40 and 5 in cases, 
and 40 and 10 in % gross lots. 


BOLTS AND NUTS.—In these com- 
modities there has been no change. 


We quote from Cincinnati jobbers’ 
stocks: 

Cut thread carriage and 
bolts, 60 per cent off list; rolled- 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove bolts, 
20 per cent off list; square, hexagon 
and tap nuts, 60 per cent off list. 


machine 


BUILDERS’ HARDWARE.— Building 
permits in Cincinnati are larger than 
in 1927 and orders for builders’ hard- 
ware have shown an increase in the 
last ten days. 

We quote from Cincinnati jobbers’ 

stocks: 
Sash Weights.—Sash weights, $4.75. 


Inside Sets.—Square bevel inside 
sets in case lots, $5.75 per doz. 


good demand for this line of products 
is reported by local jobbers. 


We quote from Cincinnati jobbers’ 
stocks: 

Gasoline-Pressure Cook Stoves.— 
Coleman No. 322, $76 each; No. 329, 
$35 each; No. 328, 6 each; No. 325, 
$30 each; No. 324, $26 each; No. 330, 
$23 each. 

Pressure-Gas Cook Stoves.—Puritan 
No. 759, $128 each; No. 714, $38 each; 
No. 713, $33 each; No. 703, $26.50 each. 





CROQUET SETS.—Business in 
line is considered normal. 


GARDEN 
has been a good call for merchandise on 
account of the dry weather. 


HOES.—The season for this 
about over, but a few straggling orders 
still are being placed with local job- 
bers. 


Oil Cook Stoves.—Perfection No. 
339, $140 each; Perfection No. 
$120 each; Perfection No. 75, $39.50 
each; Perfection No. 74, $28.50 each; 
Perfection No. 73, $22.50 each; Per- 
fection No. 72, $17.50 each; Puritan 
No. 249, $122 each; Puritan No. 44, 
$28.50 each; Puritan No. 43, $22.50 
each; Puritan No. 42, $17.50 each. 
Ovens.—Perfection No. 211, $2.50 
each; Perfection No. 211G, $2.70 each; 
Perfection No. 122G, $6 each. 
Note.—On Perfection and Puritan 
cook stoves there is a dealers’ dis- 
count of 30 per cent and 5 per cent 
fo. 10 or more assorted sizes and of 


30 per cent for less than 10. On Per- 
fection ovens the same_ discount 
applies. 


this 


We quote from Cincinnati jobbers’ 
stocks: 
No. 5, 
six-ball set, 
set, $2; No. 3, 
No. 1, eight-ball set, 


four-ball set, $1.40; No. 10, 
$1.70; No. A, eight-ball 
eight-ball set, $3.80; 
$2.80. 


GALVANIZED SPRINKLERS. — The 
dry weather recently has developed an 
active market for this item. 


We quote from Cincinnati jobbers’ 
stocks: 

Four qt. sprinkling pots, $5.25 
doz.; 6 qt. sprinkling pots, $5.95 
doz.; 8 qt. sprinkling pots, $7.10 
doz.; 10 qt. sprinkling pots, $7.90 
doz.; 12 qt. sprinkling pots, $9 
doz. 


per 
per 
per 
per 
per 





HOSE.—Here’ again there 


We quote from Cincinnati jobbers’ 
stocks: 

Rubber Hose.—5 ply, % in., 7c. per 
ft. in 50-ft. lengths; 6 ply, %4 in., 8%c. 
per ft. in 50-ft. lengths; 7 ply, % in., 
10\44,c. per ft. in 50-ft. lengths; double 
praid in % in., 500-ft. coils, 8%4c. 
per ft. 


item is 


We quote from Cincinnati jobbers’ 
stocks: 


First grade true-tempered socket 
garden hoes in 6 in. size, $9.84 per 
doz.; 6% in. $9.96 per doz.; 7 in., 


$9.96 per doz. 

True tempered cotton hoes in 6 in. 
size, $7.44 per doz.; 6% in., $7.68 per 
doz.; 7 in., $8.40 per doz. 

Black finish hoes in 6 in. size, $6.36 
per doz.; 6% in., $6.72 per doz. 


HOSE ATTACHMENTS.—In this line 
business has been brisk. 


We quote from Cincinnati jobbers’ 
stocks: 


Diamond nozzles, $3.60 per doz.; 
Pet nozzles, $4.90 per doz.; Gem 
nozzles, $5.50 per doz. 


HOSE. REELS.—Here also sales have 
been fully up to normal. 


We quote from Cincinnati jobbers’ 
stocks: 

Wooden hose reels, $14.50 per doz.; 
Victor iron hose reels, $2 each; No. 
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10 iron hose reels, $3.55 each. Donley 
Alsteel hose reels, $1.65 each. 


ICE CREAM FREEZERS.—There has 
been an improvement in sales of freez- 


ers, but the bulk of the trade is yet 
be purchased. 


We oe from Cincinnati jobbers’ 
stocks 


White Mountain.—1 qt., $2.43 each; 
2 qt., $2.83 each; 3 qt., $3.38 each; 
4 qt., $4.13 each; 6 qt., $5.33 each; 
8 qt., $6.75 each. 

Arctic.—1 qt., $2.00 each; 2 at., $2.30 
each; 3 qt., $2.78 each; 4 qt., $3.40 
each; 6 qt., $4.30 each; 8 qt., $5.55 
each. 


$2.95 each; 2 qt., 


Peerless.—1 qt., 
$4.10 each; 4 qt., $5 


$3.45 each; 3 qt., 
each; t., $6.30 each; 8 qt., $8.20 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies on 
the above prices. 


to 


JUVENILE VEHICLES.—Retailers re- 


port a steady business in this line. 
We quote from Cincinnati jobbers’ 


stocks: 

Scooters.—No. 109, $2.09 each; No. 
110, $3 each. 

—. 0 tne. 11, $11.50 
each; No. 12, $12.75 each. 


oceans —No. 6E, $2.90 each; 
No. 7E, $3.30 each; No. 46, $7.40 each. 


LAWN MOWERS.—The retail demand 


has been normal, 


and many dealers 


have placed fill-in orders with local 


jobbers. 


We quote from Cincinnati jobbers’ 
stocks: 

Cheap Grade.—12 in. $4.85 each; 
14 in., $5.15 each; 16 in., $5.45 each. 

Ball Bearing.—14 in. medium grade, 
$8.15 each; 14 in., good grade, $9.25 
each; 14 in., best grade, $11 each; 
16 in., medium grade, $8.50 each: 16 
in., good grade, $9.75 each; 16 in., 
best grade, $11.50 each; 18 in., 
medium grade, $8.85 each; 18 in., 
good grade, $10.25 each; 18 in., best 
grade, $12 each. 


LAWN RAKES.—A normal trade 
reported in this item. 
We quote from Cincinnati jobbers’ 
stocks: 


Wire lawn rakes, $6.75 per dozen; 
wooden lawn rakes, $6.50 per dozen. 


NAILS.—There has been no change i 


common wire nails. 


We quote from Cincinnati jobbers’ 
stocks: 

Common wire nails, $2.95 per keg; 
cement coated nails, $2.95 per keg. 


— 


Ss 


POULTRY NETTING.—The season in 
this commodity has been fairly good. 


We quote from Cincinnati jobbers’ 
stocks: 

Poultry netting, galvanized after, 
50 and 10 per cent off list; poultry 
netting, galvanized before, 50, 10 and 
10 per cent off lis 


RAKES.—Business has been of fair 


volume. 


We quote from Cincinnati jobbers’ 
stocks: 

True-tempered grade 12-tooth 
rakes, $9.12 per doz.; 14-tooth, $9.84 
per doz.; 16-tooth, $10.56 per doz.: 
competition grade, 12-tooth rakes, $5 
per doz.; 14-tooth, $5.25 per doz.; 16- 
tooth, $5.85 per doz. 


ROOFING MATERIAL.—Sales have 
been up to normal, but there have been 
some fluctuations in prices. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper.—Light standard, 
$1.10; nan, Pc standard, $1.35; heavy 
standard, $1.60; light Holdfast, $1.35; 
medium 'Holdfast, $1.60; heavy Hold- 
fast, $1.90; red and green slate 
surface, $2.10. 

Roofing Seatiep -—Coal tar, refined, 
in barrel lots, 2 per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half-barrel lots, 27c. per gal. 

Roofing Cement.—Liberty elastic, 1 
b., 12c.; in 5-lb. cans, 91c. per Ib.; 
in 10-lb. cans, 9c. per Ib.; in 25-Ib. 
cans, 8c. per lb. Certain-teed ce- 
ment, 36 lb. to the case, $4.25 per 
case; in 5-lb. cans, 12 cans to the 
box, 8%c. per Ib.; in 10-lb. cans, 6 
cans to the box, 7%c. per Ib. 


items, 


We quote from Cincinnati jobbers’ 
stocks: 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz.; 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, 
lots, $2.25 per doz.; 
cans, $2.15 per doz.; 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 
22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and porcelain cleaner, 16 oz. size, 
$1.20 per doz.; Met-L-Shyn, 8 oz. size, 
$3.60 per doz.; Silvershyn, 4% oz. 
size, $1.80 per doz.; Waterless cleaner, 
2 pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.: Window cleaner, 6 
oz. size, $3.60 per doz.;: same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 0z. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz.; and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Hercules tile and porcelain cleaner, 
$2 per dozen; in gross lots, $1.00 per 
dozen. 

Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and 3 dozen cans to a car- 
ton, $4.50 per dozen. 

Hercules boiler liquid, quart cans, 
$2.25 each. 

Economy plumber, drain pipe, 
cleaner, $2 per dozen 1-lb. cans. Same 
in 2-Ib. cans, $3.90 per doz. The 1-lb. 
size is packed one, two and three 
dozen to a carton. The 2-lIb. size is 
packed in one and two dozen cartons. 


less than case 
case of 2 doz. 
gross lots, $2 


with jobbers. 


We quote from Cincinnati jobbers’ 
stocks: 

Screen Doors.—No. 241, $18 per 
doz.: No. 281, $19 per doz.: No. 314, 
$25.30 per doz.; No. 355, $34.90 per 
doz.; No. 315. $32.10 per doz.; No. 
315, galvanized, $32.60 per doz. Note 
that all of the above quotations are 
on the size 2 ft. 10 in. x 6 ft. 10 in. 


normal. 


We quote from Cincinnati jobbers’ 
stocks: 

Flat head bright screws, 60 and 7% 
off list; flat head blue screws, 60 and 
flat head brass screws, 
10 off list; round head 
blue screws, 50, 10 and 10 off list; 
round head brass screws, 50 and 10 
< tists bright wire goods, 85 and 25 
ts) s 





SANITARY PRODUCTS.—There has 
been no diminution in demand for these 


SCREEN DOORS.—In this commodity 
there has been a good retail trade, 
which is reflected in fill-in orders placed 


SCREWS.—Business has been about 





SHEARS.—Fill-in orders continue 
occupy the attention of jobbers. 


We quote from Cincinnati jobbers’ 
stocks: 

Wig msg pee. 1091S, $4.20 

No. “em doz.; No. 
Boge. 7. 25 per < He 2192, $11. 45 
ong r doz.; No. 4192F, $15.20 per doz.; 

No. 4155F, $31 per doz. 

Hedge *Shears.—8 in., $1.10 per 
pair; 9 in., $1.20 per pair: 10 in., $1.30 
per pair; ‘lady’s size, No. 100L, 80c. 
per pair. 


to 


SPADING FORKS.—As the end of the 
season approaches, jobbers are pleased 
with the volume of business they have 


obtained. 


We quote from Cincinnati jobbers’ 
stocks: 

Light weight spading forks, $10.80 
per doz.; heavy grade steel D cow me 
$15.84 per doz.; heavy grade w 
D forks, $18.8 4 ) per doz.; Jumbo forks, 
$21.12 per d 


SPRAYERS.— There has 
change in this item. 
We quote from Cincinnati jobbers’ 
stocks: 
Paragon sprayers, 30 and 5 off list; 
in lots of 5 or more, 35 off list 


been no 


VENTILATORS.—Business has _ held 


up well through the spring season. 


We quote from Cincinnati jobbers’ 
stocks: 

Continental ventilators, wooden 
type, No. 923, $3.65; No. 937, $4; No. 
949, $5.50; No. 959, $6.05; No. 1537, 
$5.25; No. 1549, $7.10, and No. 836, 
$3.35, all prices per doz. 

Continental ventilators "a ae: type, 
No. 833, $4.60; No. 837, No. 
1137, $5.30; No. 1145, $6 6.35; 4 1437, 
$6.90, and’ No. 1445, $7.80, all prices 
per dozen. 

Diamond E ventilators, all metal 
type, No. 01, o 40; No. 02, $4.80; No. 


03, $5.60; No $5.20; No. 2, $5.60; 
No. 3, $6. 40; No. 4, $7. ‘60, and No. 5, 
$8.40. All Diamond E prices are per 
dozen. 


WATER COOLERS.—Improvement in 
this line is reported from all jobbers. 


We quote from Cincinnati jobbers’ 
stock: 2 gal. cooler, $1.80 each; 3 
gal. cooler, $2.05 each; 4 gal. cooler, 
$2.40 each; 6 gal. cooler, $2.90 each; 
8 gal. cooler, $3.90 each; 10 gal. cooler, 
$5 each; Twentieth Century cooler 
with bottle, No. 50, in mahogany fin- 
ish, $10.80 each; Twentieth Century 
’ cooler with bottle and stand, No. 500, 
in mahogany finish, $13.75 each; 
Twentieth Century cooler with bottle 
No. “50, in white finish, $11.25 each; 
Twentieth Century cooler with bottle 
and stand, No. 500, in white finish, 
$14.50 each 


WATER HEATERS. — Business 
about normal in this item. 


We quote from Cincinnati jobbers’ 
stocks: 

Kerosene-burning Perfection water 
heater No. 431A, $170 each; No. 421A, 
$38 each; No. 412, 40 each; No. 411, 
33 each; No. 405, $23 each. 


~ 
i] 


WINDOW SCREENS.—Sales in this 


line have been normal. 


bl quote from Cincinnati jobbers’ 
stoc 

Window Screens.—No. 1833, $4.10 
per doz.; No. 1833 galvanized, $4.25 
per doz.; No. 2433,°$4.85 per doz.; 
No. 2433 galvanized, $5 per doz.; 
No. 3037, $6.55 per doz.; No. 3037 
galvanized, $6.85 per doz. 


WIRE CLOTH.—A steady trade is re- 


ported from jobbing houses. 


We quote fram Cincinnati jobbers’ 
stocks: 

12-mesh black cloth, $1.80 per 100 
sq. ft.; 12-mesh opal cloth, $2.10 per 
100 sq. ft.; 14-mesh opal cloth, $2.50 
per 100 sq. ft.; 16-mesh opal cloth, 
$2.85 per 100 sq. ft.; 14-mesh bronze 
cloth, $5.50 per 100 sq. ft.; 16-mesh 
bronze cloth, $6.10 per 100 sq. ft. 
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General Improvement Reported in 
Atlanta Business Conditions 


(Atlanta office of HARDWARE AGB) 


ATLANTA, GA., May 15.—Milder and more seasonable weather 
has brought about a more optimistic outlook for the coming crops. 
Up until two weeks ago hardly any seeds were in the soil and many 
hundreds of acres were not even prepared for planting. This puts 
the farmers from four to six weeks behind, comparing with last 
year. On account of this setback, many acres of cotton have been 
planted in flat fields or broadcast land as the farmer could not afford 
to delay planting until the fields could be bedded. This condition 
worked out favorably for the hardware dealer (at least tempora- 
rily), for the farmers realized that there was no time to lose and 
many purchased additional planting implements and accessories. 

Prices as a whole seem to be very firm and well maintained. Or- 
ders for spring and summer goods are on the increase both with 


the jobber and the retailer. 


Building in Atlanta is surpassing old records. Last month permit 
was issued for the building of the Shrine Morgue, construction of 
which will run into millions of dollars. This, with the construc- 
tion of the Pryor Street viaducts constitute two of the largest pieces 
of construction to begin here in some months. 

Manufacurers’ activities in Atlanta are on the increase and the 
unemployment situation seems to have been taken care of to an 


almost satisfactory extent. 


Jobbers and retailers report credits and collections fair. 





AUTOMOBILE ACCESSORIES.—The 
fair weather has increased.the demand. 
Jobbers’ stocks are complete and prices 
are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
High pressure tires, size 30 x 3%, 
Clincher, $6.10; 30 x 3%, De size, 
$8.30; 31 x 4, $13.00; 32 4, $13.80; 
Hae 4, $14.50; 32 x 4%, $20. 20; 33 x 5, 


Balloon tires, gs x 4.40, $9.16; 30 x 

$13. ee: $15.15; 30 x 5.75, 
$0" 85; *80 x 20. 40; 32 x 6, $21.10. 

Tubes, high’ pressure, tan, size 30 x 
31%, $1.60; a oe 4, $2.40; vl x 3° $2.50; 
33 x 4, $2. 60; 32 x 4% $2.9 x 4%, 
$3.00; 34 x ‘ig $3.10; 33 "_ 4 "33.78, 
Gray, red and brown tubes are “quoted 
at less than tan tubes. aay. ee 
tubes, 29 x 4.40, $1.85; 30 x $2.25 
31 x 5, eae 30 x 5.25, ‘$2.55; 30 xe B75. 
$3.10; 32 x $3.10; 33 x 6, $3.55. 

Weed uae Rid-O-Skid tire chains 
are quoted at list less 30 per cent in 
quantities of less than twelve pairs. 
Less 35 per cent in quantities of 
twélve to forty-nine pairs. Less 40 
per cent in quantities of fifty pairs 
or more. 

Champion Spark Plugs.—No. X, 45c. 
each; No. 5, 53c. each; No. 6, 53c. 
each. 

Springfield Automobile Pumps.—No. 
1, $1.75 each; No. 5, $1.50 each. 

Automobile Jacks.—No. 610 Walker, 
75e. each; No. 600 Walker, 90c. each; 
No. 1 Walker, $2.10 each; No. 515 
Walker, $2.40 each. 

Klaxon Automobile Horns.—No. 3 
hand, $4.00 each, list; No. 11 battery, 
$4.00 each, list: No. 8 battery, $3.50 
each, list; No. 12 battery, $5.00 each, 
list; No. 15 battery, $6.75 each, list. 
Klaxon Horns less 35 per cent; in 
lots of twelve less 40 per cent. 


AXES.—Axes are moving slow at this 
time. Orders are being booked for fall 
shipment. Jobbers’ stocks are broken 
but prices are firm. 


i Sera TO RE- 

TAILERS, ANTA, GA.: 
Standard Fist gl hny Axes, single 

bit, 3 to 4 Ib., $14.75 doz.; double bit, 





3 to 4 lb., $19.75 doz.; single bit with 
No. 1 handles, 3 to 4 lb., $19.30 doz.; 
double bit with No. 1 handles, 3 to 4 
lb., $24.25 per doz. Standard Second 
Quality Axes, with No. 3 handles, 
3 to 4 lb. $16.00 per doz.; 3 to 4 Ib., 
$13.25 per doz. 


BATTERIES.—The demand is light at 
present. Stocks are complete, with no 
indication of price change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 





Broken Full 
Packages Pac kages 

TEs: MUD + Wa eteivcoi0 eb 66 a-0' 53 $2.33 
No. 486 3.5 3.33 
2 1.92 

7 2.80 

DEAN.) PG boas ote oleae. sess 1.32 1.14 
Ma y | Re ee 42 39 
NG: TBR ei eciavisieavesis 1.05 97 
1 ay, CRS 1.40 1.30 
TOs TER SSe ee eKe ke ames e 1.40 1.30 
pS eee 2.06 1.92 


‘ 
No. 6 telephone type, $30.00 per 
100; No. 6, ignition type, $32.50 per 


100. 

Flashlight Batteries.—No. 935, $9.25 
per 100; No. 950, $9.25 per 106; No. 
790, $18.50 per 100: No. 705, $27.5 50 per 
100; No. 750, $18.50 per 100; No. 761, 
$25.00 per 100. 

Multiple Hot Shot Batteries.—No. 
1461, 4 cell, $1.67 each; No. 1661, 6 
cell, $2.37 each. 

BOLTS, NUTS AND RIVETS.—The 
demand is satisfactory, stocks are well 
assorted and prices are the same. 

JOBRERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Carriage and machine bolts are list 
less 60 per cent. Nuts list less 60 
per cent. Stove bolts less 75 per 
cent. Tire bolts less 50 per cent. 
Lag bolts, 60 per cent. Rivets, large, 
$4.00 base per 100 lb. Small wagon 
rivets at 60 per cent. 


BUILDERS’ HARDWARE.—Both_ job- 
bers and retailers note an improve- 
ment in business. Stocks are complete, 
with a contemplated revision of prices 
in keeping with the manufacturers’ 





advance of several months ago, which 
has not been put in effect by all the 
wholesalers yet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Ball tip plated steel butts, dull 
brass or old copper plated, in less 
than case lots, 3 x 3, $20.00 per 100 
pair; 3% x 3%, $21.00 per 100 pair; 
4 x 4, $28.00 per.c pair. Plain Steel 
Butts with loose pins, size 2 x 2, 
$1.05 per dozen pair; 2% x 2%, $1.20 
per dozen pair; 3 x 3, $1.30 per dozen 
pair; 3% x 3%, $1.65 per dozen pair; 
4x4, $2. 30 per dozen pair; 4% x 4%, 
$3.00 per dozen pair. Hinges, heavy 
strap, size 4 in., 95c. per doz. pair; 
5 in., $1.25; 6 in., $1.50; 8 in., $2.50; 
10 in., $4.30; 12 in., $6.85 per doz. 
pair. Heavy tee hinges, 6 in., $1.40 
per doz. pair; 8 in., $2.00. Extra 
aie tee hinges, 8 in., $3.00; 10 in., 
4.75 


COOLERS.—Business is good, stocks 
full, prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Galvanized Lined Water Coolers, ; 
gallon, $2.00 each; 3 gallon, $2.1 
each; 4 gallon, $2. 35 each; 6 ng 
$3.10 each; 8 gallon, $4. 00 each; 10 
gallon, $5.25 each. 

Twentieth Century Water Coolers 
complete with stand.and bottle, green 
or mahogany color, $14.00 each; white, 
$14.50 each. 


FILES.—Orders are fair, stocks full, 
with no indication of price change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Black Diamond or Nicholson at 
list, less 50 per cent. Other brands 
as low as list, less 70 per cent. 


FREEZERS — ICE CREAM — In- 
creased demand is noted both by jobber 
and retailer. Stocks are complete and 
prices firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 


White Mountain Freezers.—1 at. 
$4.80 list; 2 qt., $5.60 list; 3 qt., $6.7 15 
list; 4 gt., $8.25 list; 6 qt., $10.45 list; 
8 at., $13.40 list; 10 qt., $17.90 list; 
17 qt., $21.50 list; 15 qt., $25.60 list; 
20 qt., $33.20 list; 25 qt., $42.60 list. 

Arctic Freezers.—1 qt., $4.00 list; 
2 qt., $4.60 list; 3 at., $5.45 list; 4 qt., 
$6.80 list; 6 at.. $8.60 list; 8 qt., $11.10 
ist. 


The above list prices are less 50 
per cent discount. 

Alaska Freézers.—1 qt., $2.95 list; 
2 qt., $3.45 list; 3 qt., $4.10 list; 4 qt., 
$5.00 list; 6 qt., $6.30 list; 8 qt., $8.20 
list; 10 qt., $10.75 list; 12 qt., $14.00 
fats 15 qt., $17.00 list; 20 qt., $21.50 

st. 


Alaska freezers take discount of 20 
per cent and 10 per cent. 


GALVANIZED WARE.—Business is 
good, jobbers’ stocks are complete, no 
indication of price change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Water Pails.—8 qt., $2.00 per doz.; 
10 qt., $2.20 per doz.; 12 qt., $2.60 per 
doz.; 14 qt., $2.85 per doz. 

Wash Tubs.—No. 0, $5.15 per doz.; 
No. 1, $6.35 per doz.; No. 2, $7.15 per 
doz.; No. 3, $8.50 per doz. 

Light Well Buckets.—10 qt., $4.50 
per doz.; heavy well buckets, 10 qt., 
$5.50 per doz. 

Oil Cans.—1 gallon, $3.00 per doz.; 
5 gallon, $7.50 per doz. 


HOES.—Orders are good, stocks bro- 
ken, prices very firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B NTA, GA 
Scovil Hoes, No. os. yrs 50 per doz., 
list; No. 0, $11.75 per doz., list; No. 


me 
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1, $12.00 per doz., list; No. 2, $13.00 
4 doz., list; No. 3, $14.00 per doz., 
list. 

Scovil Hoes less 45 per cent dis- 


ount. 

Handled hoes with 5 foot handles, 
regular cotton hoes with goose neck 
or straight shank, 6% in. blade, $7.95 
per doz.; 7 in. blade, $8.25 per doz.; 
7% in. blade, $8.60 per doz.; 8 in. 
blade, $8.90 per doz.. 

Cotton Choppers hoes with 5 foot 
handles, 8 in. blade, $8.60 per doz.; 


C 


9 in. blade, $9.50 per doz.; 10 in. 
blade, $10.10 per doz. 
LAWN GOODS.—Business is_ good, 


stocks are complete, no price change 
expected this season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Ball bearing lawn mowers from 
$7.50 up. Plain bearing lawn mowers, 
$4.50 up. ° 

Water hose, % in. by 5 ply, 7c. per 
foot; % in. by 5 ply, 8c. per foot; 
% in. by 5 ply, 9%c. per foot; in 25 
foot lengths, 50 feet and longer, %c. 
less. 
Hose nozzles are $4.00 to $6.00 per 


dozen. 

Rain King Sprinklers, $2.35 
Giant King Sprinklers, $7.50 
ting Sprinklers, 50c. each. 

Hose reels, $3.35 up; hose couplings, 
% to % in., $1.25 doz.; clinch coup- 
lings, $1.75 per doz.; galvanized hose 
clamps, % to % in., 25c. per doz. 


each; 
each; 


Hose washers, 60c. per Ib. 
Galvanized sprinkling cans, 4 qt., 
$6.50 per doz.; 6 qt., $7.00 per doz.; 


& qt., $8.00 per doz.; 10 qt., $9.00 per 
doz.; 12 qt., $10.75 per doz. 
OVENS—OIL STOVE.—Business is in- 
creasing, stocks are full, and prices the 
same, 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
One burner, glass door ovens, $2.85 
each; plain door ovens, $2.50 each; 
two burner, glass door ovens, $3.50 
each; plain door ovens, $3.25 each. 


POULTRY NETTING AND _ SUP- 
PLIES.—The demand is still good, con- 
sidering the season. Stocks are as- 
sorted, with prices expecting to remain 
unchanged for the balance of the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Hexagon and straight line netting 
at list as follows, for No. 20 gage, 
galvanized before weaving: 12 x 1, 
$4.95 per roll; 18 x 1, $7.12 per roll; 
24 x 1, $9.08 per roll; 30 x 1, $10.83 
per roll; 1, $12.38 per roll; 48 x 1, 
$16.50 per roll; 60 x 1, $20.63 per roll; 
72 x 1, $24.75 per roll; 12 x 2, $2.14 
per roll; 18 x 2, $3.08 per roll; 24 x 2, 
$3.92 per roll; 30 x 2, $4.68 per roll; 
36 x 2, $5.35 per roll; 48 x 2, $7.13 
per roll; 60 x 2, $8.91 per roll; 72 x 2, 
$10.69 per roll. The above prices are 
list and subject to a discount of 60 
per cent. 

Drinking Founts.—No. 1, $2.00 per 
doz.; No. 20, $2.75 per doz.; No. 24, 
$4.00 per doz.; No. 32, 75c. per doz. 

Feeders.—No. 11, 85c. per doz.; No. 
12, $1.65 per doz.; No. 27, $1.65 per 
doz.; No. 28, $2.50 per doz. 
| Double Feeding Troughs.—No. 58, 
| $2.50 per doz.; No. 59, $3.60 per doz.; 
| 
| 





No. 60, $4.75 per doz. 


Feeders.—No. 140, $9.70 per 
141, $14.50 per doz. 


Large 


doz.; No. 


| slightly broken, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Competitive line of refrigerators. 
Top icers, 35 lb. ice capacity, $9.50 
each; 55 Ib., $11.50 each; 65 Ib., $13.50 

each: 95 Ib., $16.50. 
| 3 door front icers, 40 Ib. capacity, 
| $13.75 each; 60 lb., $17.00; 65 Ib., $20.50 





each; 95 Ib., $23.00 each; 125 Ib., 
| $24.50 each; 135 1b., $27.60 each. 
SCREEN GOODS.—Business is good 


of change in price. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Screen Doors.—3 x 7, No. 240, $18.50 
per doz.; No. 240G14, $20.50 per doz.; 
No. 301, $26.75 per doz.; No. 301G14, 
$28.75 per doz. 


Screen Windows, Wood Frame.— 


No. 24387, $5.50 per doz.; No. 3037, 
$6.85 per doz.; No. 3637, $8.00 per doz. 
Screen Windows, Metal Frame.— 


No. M2437 G14, $9.85 per doz.; No. 


No. 
M2837 G14, $10.85 per doz. 





REFRIGERATORS.—Business is good 
for jobbers and retailers, stocks are 


both with the jobber and retailer; 
stocks are complete, with no indication 


} 





STOVES, OIL COOK.—Orders are in- 
creasing, stocks are full, prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Nesco Oil Cook Stoves, 2 burner, 
$18.50 each, list; 3 burner, $23.50 each, 
list; 4 burner, $29.50 each, list; 5 
burner, $41.50 each, list. 

High shelves for above, 2 burner, 
$5.65 each, list; 3 burner, $7.00 each, 
list; 4 burner, $8.60 each, list; 
burner, $10.50 each, list. 

Nesco Rockweave wicks, $3.00 per 
doz., list; chimneys complete, $2.50 
each, list; glass tanks with valves, 
$1.40 each, list. 

Nesco stoves and repairs take 30 
per cent discount. 


WIRE PRODUCTS.—Orders are satis- 
factory, stocks ample, with no change 
in prices. 


Plain Smooth Wire Black Galvanized 
Gage Per 100 1b. Per 100 Ib. 

6 to 9 $3.50 $4.00 

10 3.55 4.05 

11 3.60 4.10 

12 3.65 4.15 

14 3.90 4.45 

16 4.20 4.85 


Bright Nails.—$3.15 per keg base. 

Barb Wire.—Per 80-rod spool, 2- 
point light cattle, $2.50; 2-point light 
hog, $2.75; 4-point heavy cattle, $3.40; 
4-point heavy hog, $3.60. 

Woven Wire Fence.—Per 20-rod 
roll, 726-14, $5.25; 832-12, $6.00; 939-11, 
$7.85; 1446-12%, $11.00. 

. Poultry and -Rabbit.—14 gage fence 
per 10-rod roll, 1635-14, $4.00; 1948-14, 
$4.85; 2158-14, $5.50, 

Steel Fence Posts.—‘‘T”’ galvanized, 
5 ft., 55c. each; formed painted, 35c. 
each; “T’ galvanized, 6% ft., 65c. 
each; formed painted, 45c. each; ‘‘T’’ 
galvanized, 7% ft., 70c. each; formed 
painted, 50c. each; ‘‘T’’ galvanized, 
8 ft., 75c, each; formed painted, 55c. 
each. e 

Wire Screen.—Fair 
creases orders. 
Atlanta: 

12-mesh, black, $1.85 per 100 sq. ft.;: 
14-mesh, galvanized, $2.60 per 100 sq. 
ft.; 16-mesh, galvanized, $2.90 r 100 
sq. ft.; 16-mesh, bronze, $6.50 per 
100 sq, ft. 


weather  in- 
Prices quoted f.o.b. 





Seasonal Hardware Moving Freely in 


Pittsburgh Market—F ew Price 


PITTSBURGH, May 22.—Seasonal hardware is moving with great free- 
dom as a result of continued good weather; and jobbers are doing a good 
Screen wire cloth, screen doors and windows, 
poultry netting, garden and lawn tools and fencing all are extremely 
active, due to the fact that retailers have been so prone to let the job- 
In many of these products 
the retailers have been buying on a very close hand-to-mouth basis. 
Builders’ hardware is doing better. 
penters’ tools, but machinists’ tools are reported to be selling in good 
No important price changes are noted. 


business in these goods. 


bers and manufacturers carry the 


volume. 
much to be desired. 


AUTOMOBILE TIRES AND TUBES. 
—Demand is strictly in accord with 
actual sales of retailers, who, because 
of fears of lower prices, are not dis- 
posed to stock very far ahead. Prices 
to retailers of the popular sizes of 
Mansfield tires and tubes: 


Mansfield Tires. — High pressure, 
cord, 30 x 3% in., clincher, $6.10 each; 
same extra size, $8.30; 31 x 4 in., $13; 
32 x 4 in., $13.80; 33 x 4 in., $14.50; 32 
x 4% in., $20.20; 33 x 5 in., $25.50; 
balloon, 29 x 4.40 in., $9.16; 30 x 5 in., 
$13; 31 x 56 in., $13.55; 30 x 5.25 in., 


(Pittsburgh office of HARDWARE AGE) 


stocks. 


20 in. rim, $15.15; 21 in. rim, $15.65; 
30 x 5.57 in., $20.85; 30 x 6 in., $20.40; 
32 x 6 in., 20 in. rim, $21.10; 21 in. 
rim, $21.80. 

Tubes.—High pressure, tan, 30 
3% in., clincher, $1.60 each; 31x 4 in., 


$2.40; 32 x 4 in., $2.50; 33 x 4 in., 
$2.60; 32 x 4% in., $2.90; 33 x 4% in., 
$3; 34 x 4% in., $3.10; 33 x 5 in., $3.75; 


gray tubes sell 15c. to 50c. less; bal- 
loon gray, 29 x 4.40 in., $1.85; 30 x 5 
in., $2.25; 31 x 6 in., $2.30; 30 x 5.25 
in., 20 in. rim., $2.55; 21 in. rim, $2.65; 
30 x 5.77 in., $3.10; 32 x 6 in., $3.10; 
33 x 6 in., $3.55. 





There is a fair demand for car- 


Collections still leave 


BATTERIES.—Dry-cell batteries con- 
tinue to taper off in demand, particular- 


| ly for radio use. 


Changes 


Prices are unchanged. 


| Jobbers quote: 


| 
| 
| 
| 
| 
| 





Broken Unit 
Packages Packages 

Se eer ye $2.53 $2.33 
a Se ery ore: 3.58 3.33 
Oe. EEE rere 2.06 1.92 
( .. . aeereaeee pees 3.00 2.80 
me. See Vaitas eo hasane 1.32 1.14 
on Ra, oa OE OIE 42 .389 
Se .. See ee ee ns 1.05 .97 
eS Se era 1.40 1.30 
Se ae Aer 1.40 1.30 
ee Aen errr 2.06 1.92 


No. 6 dry cells, ignition type unit 


packages, 32%4c. each. 
Flashlights.—No. 935, 9%c. each; 
No. 950, 9%c.; No. 790, 18%c.; No. 


705, 28c.; No. 750, 18%c.; No. 761, 25c. 
so'37 Shot.—No. 1461, $1.67; No. 1661, 
Ol. 


BOLTS, NUTS AND RIVETS.—Prices 
of these lines are very firm, although 
demands upon both jobbers and manu- 
facturers are moderate. Jobbers quote: 


Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 50 and 10 per 
cent off list. 

7 a styles, 60 per cent off 
st. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


Reading matter continued on page 72 
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ters, to be distributed to sa 
and others. 
supply any of our customers with 
copies, upon requesi. 


The Remington Weekly Letter 


Accurate Shooting With Accurate Ammunition 


“The Only Shot That Counts Is the Shot That Hits” 


The outstanding feature of the recent Metro- 
politan Indoor Rifle Championships, held from 
February 4 to 25, inclusive, in Brooklyn, N. Y., 
was the remarkable number of possible or per- 
fect scores made by the cream of Eastern Small- 
Bore Shooters in the various events. 


Chief among these was the great target group 
by Charlie Johnson of the Frankford Arsenal 
Rifle Club, Philadelphia, Pa., which measured 
-97 of an inch. It was by far the smallest target 
group of the Championships, and we point with 
natural pride to the fact that Mr. Johnson 
selected Remington Palma .22 Long Rifle Match 
ammunition to do the job. Incidentally, Mr. 
Jehnson used Palma cartridges all through the 
shoot, and made a grand showing, tying the 
total of the winner in the Preliminary Match, 
but getting third place in the division, eighth 
place in the Championship and recording many 
perfect targets throughout the shoot. 


Another outstanding accomplishment was the 
winning of the Pope Match by the big blond boy 
from Germansville, Pa., George Sittler, who 
is the fifth man to record a perfect score for 
five shots on the Pope target. Only one of these 
was made this year. .Mr. Sittler shot Remington 
Palma Match ammunition. ; 


The big feature of the Metropolitan Shoot 
each year is the Championship event, which had 
over eighty entries, and these, it will be remem- 


bered, compose the finest of the Eastern Small- 
Bore Shots. Major Trull termed it “the battle 
of the Giants,” which describes it perfectly. 
However, when the battle was over it was found 
that two of the giants, “Len” Miller of the 
Frankford Arsenal Rifle Club, Philadelphia, 
and Fred Johnston, Outers’ Club, Mount Ver- 
non, N. Y., had both finished with a score of 
497 out of the possible 500. Under the rules 
of the Metropolitan League Johnston was de- 
clared the winner and crowned king of the 
Eastern Indoor Shooters for 1928. Both of 
these fine marksmen shot Remington Palma 
Match ammunition. 


A recapitulation of the ammunition used by 
the contestants shows that forty-one shot Rem- 
ington Palma cartridges, which is a pretty fair 
indication of the popularity of Remington 
Palma cartridges with the shooters. 


If you would have your name high up in the 
list of winners shoot Remington Palma Car- 
tridges—that is what seven of the first ten 
shooters did in the Championship Match. All 
of the above shooting was at 100 yards indoors. 


When ordering ammunition from your job- 
ber specify Remington Palma Match cartridges, 
and you will be sure to get the ammunition 
which makes the smallest groups. Don’t submit 
to substitutions. 


These targets are two-thirds actual size. 








Smallest Group of competi- Perfect score of 25 by Composite of 50 shots cham. 
tion measuring .97 of an George Sittler, Winner of pionship targets by C. Fred 
inch by Charlie Johnson. Pope Match. Johnston the winner. 


We have had a number of requests 


for reprints of these be agp Let- 
esmen 
We shall be glad tv 


REMINGTON ARMS COMPANY, Inc. 


President 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery, Cash Registers and Service Machines 
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BUILDERS’ HARDWARE.—Business 
continues to look up and some firms re- 
port more business, actual and prospec- 
tive, than they have had in several 
months. Prices are very firm. Job- 
bers quote: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in., $18.50 per 100 pair; 
3% in. x 3% in., $19; 4 in. x 4 in., $30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.95; 10 in., 
extra heavy, T, 6 in., é - 
3 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11. 60; light, T, 3 in., $11 per 100 pair; 
4 in., $12.60. 

Hasps.—Hanger, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1. 05; safety, 3 in., 
Hy per doz.; 4% in., $1.14; 6 in., 


60. 
Garage Sets.—Swinging hinges, 10 


in., $3 per set. 
CARPENTERS’ AND MACHINISTS’ 


TOOLS.—Strong demand is noted for 
machinists’ tools, but real activity is 
lacking in carpenters’ implements. 
FARM, GARDEN AND LAWN.— 
Strong movement of lawn mowers is 
noted and the demand is generally 
strong for the implements used in mak- 
ing lawns and gardens. Farm tool needs 
appear to have been largely supplied. 
Watering equipment is doing better. 
Jobbers quote: 


Forks, Rakes and Hoes.—Manure 
forks, No. 31, $13.63 per doz.; No. 41, 
$15.24; spading forks, No. 84, $10.80 
per doz.; No. 72, $14.28; garden rakes, 
No, 014, $5.64 per doz.; No. 512, $8.64; 
No. 514, $9; lawn rakes, No. 124R, 
$5.50 per doz.; field hoes, $6 per doz. 

Barrows.—Garden, No. 81, $3.65 
each; No. 82, $4.75; No. 83, $5; No. 84, 
$7.75; No. 45, $4.50; No. 35, $5.75; No. 
25, $6. 25. 

Troweis.—Garden, No. 7, $1.40 per 
doz.; No. 803, 90c.; No. 809, $2; No. 
100, "$3.50; No. 85, 80c.: No. 02, 75e. 

Grass Hooks and Shears.—Hooks, 
No. 7, $2.50 per doz.; No. 450, $4; Ger- 
man, $3.60; English, $7; Shears, — 
360, "$3 per doz.; No. 380, $3.60; 
520, $5.50; No. 525, $7; No. 540, $6. 

acct jeare.—Pruni ng, ‘No. 25, $2 

$4.50; No. 533, $6. 50; No. 
seri: Pi woes. 8 in. blades, $1.25 to 
$1. 75 each; 9 in., $1.40 to $1.90; 10 in., 


$1.60 to $2. 

Pruners. — Tree, water, $1.30 to 
$1.60 each; Division, $2 to $2.10; 
Rockdale, $1.35 to $1.65; McKinney, 


* $2.60 to $3.60, 





Hose, Reels and Nozzles.—Garden 
hose in a ft. rolls, % in., 9c. per ft.; 

in., 94%c.; % in., lic.; nozzles, 
$3. * ‘to $6 per doz.; reels, $1 to $4 
ea 

Sprinklers.—Ring, 50c. each; Rain 
King, $2.35; Giant Rain King, $7.50; 
Pluvius, $1.15. 

Sprinkling Cans.—Galvanized, 4 qt., 
$6 per doz.; 6 qt., $6.60; 8 qt., $7.50; 
10 qt., $8. 40. 

Lawn Mowers.—12 in., $5 to $8.75; 
14 in., $5.25 to $13.00; 16 in., $5.75 
to $13.50; 18 in., $8.50 to $14; 20 in., 
$10.50 to $15. 

Sprays.—Bordeaux mixtures, 1 Ib. 


papers, 25c. per lb.; in 100-lb. drums, 
lic. per lb.; arsenate of lead, 1 Ib. 
papers, 25c. per lb.; 100-lb. drums, 
16c. per Ib. 


HOUSE - CLEANING SUPPLIES.— 
Demand for these goods is fairly ac- 
tive, but volume is less than it was re- 
cently, as the major requirements have 
been supplied. Jobbers quote: 


Mops.—O-Cedar, 33% per cent off 
list; Cotton, best ‘grade, “oy 12, $4.20 
eer doz.; No. 20, $6; No. ; $10; No. 

$13 3.50. Second grad ~ No. 12, 
32. 75; “ 20, $4.50; No. 30, $6.75; No. 


36, $8. 
Shamets Skins.—12 x 14 in., $3.50 


per doz.; 13 x 17 2. 3s: 14x 18 in., 
7.50; 15 x 20 in., $9.2 
Waxes.—Johnson ~~ wax, 1 Ib. 

cans, 75c.; 2 lb. cans, $1.70; 4 Ib. 


cans, $3; 8 Ib. cans, $6; Old English, 
1 Ib. cans, 85c.; 2 Ib. cans, $1.70; 4 Ib. 
cans, $3; liquid wax, Johnson, pints, 
75c.; quarts, $1.40; Old English, 
pints, 75c.; quarts, $1.40. 
| rae My 33% per cent. 

Sponges. — According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire racks, $6 per 
assortment. 

Wall Cleaners.—Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 
$1 per dozen cans; Perfection paint 
cleaner, $3.25 per dozen. 

Step Ladders.—Standard full rodded 
ladders, 28c. per ft.; extra, 40c. per 
ft 


Dealer's 


Floor Polishers.—Johnson’s electric, 
$22.12 each net; hand, $3.75 each; Old 
English, $2.60 each. 

Carpet Beaters. $1.10 
doz.; No. 4, $1.20. 


PAINTING SUPPLIES.—Business con- 
tinues to be helped by good weather. 
Prices are unchanged except for a 
slight decline in turpentine. 


Prices to retailers: Ready mixed 
paints, best grades, $2.60 per gallon; 
lower grades, $2 (whites and dark 
greens, 12c. per gal. higher); white 
lead, 13%4c. per Ib. in 100-lb. lots; 10 
per cent less in lots of 500 lb. or 


— Justrite, 


i 





more and extra 4 per cent less in 
lots of a ton or more; turpentine, 


69c. per gallon in barrel lots; raw 
linseed oil, 11.6c. per Ib. in barrel 
ots. 


POULTRY NETTING.—Demand is 
still strong and urgent. Jobbers quote 
galvanized netting at 50 and 10 per cent 
off list after weaving. 

SCREEN WIRE GOODS. — Retailers 
were late in ordering goods and because 
of a strong consumptive demand now 
are flooding jobbers and manufacturers 
with rush shipping orders. Jobbers 
quote: 


Screen Wire Cloth.— Black, $1.80 
per 100 sq. ft.; opal, $2.10; bronze, 
$5.50. 

Screen Doors.—2 ft. 8 in. x 6 ft. 8 
in., No. oT $18 per y Soon No. 288, 
gis No, 457-G12, $22; No. 315-B14, 


Screen Windows.—Wooden frame, 
extension, 12-33, $3.30 per doz.; 15-33, 
$3.85; 18-33, $4.40; 24-33, $5.10. 


WIRE PRODUCTS.—Good business is 


reported by jobbers in fence and 
fencing. 
We quote from Pittsburgh jobbers’ 
stocks: 
(Fence Wire 
per 100 Ib.) Annealed Galvanized 
No. 6 to 9 gage...... $3.05 $3.50 
| Se, ee Pe eer 3.10 3.55 
| a ae eres 3.15 3.60 
Ds Ee exwoensveonesei ee 3.20 3.70 
Os | ee eer eee 3.30 3.85 
OS ere errs 3.40 4.05 
POs BO” civesacdecscitoas 3.60 4.30 
OS ae ee 3.8 4.45 
Barbed Wire (per ee eet 
2- OS SINE on a oR bsew oad evas $2.97 
FP ee erer Terre r 3.18 
ie |) eee ee ee rr eee 3.43 
BeGNT REED onc bsoviep sssnoneaes oa 
2-point cattle (special) ......... 
Field Woven Wire Fence (per 700 
rods): 
pi) ae ee erry eee $39.80 
2 rr a ar ae 55.80 
WE? dese ts cebu cc dswoebedses 27.70 
EE a ES ae ae 37.00 
EEE saipasaroale oes bare as 64 35.80 
DeReD ccd sate Whhede cates scineds 49. 20 


No. 1635 


BBO. BORO occenin vccpeboscsivsvees 44.00 
NNO, BIBS oii cc scccecccccccccs 49.50 


Steel Fence Posts: 
Galvanized Painted 
Tubular Formed 


5 ft. Ss Serer 
6 ft. ..55c. each 38c. each 
7 ag iaeoiecaee ee 65c. each 40c. each 
fe: eee ee ees 45c. each 





% 
Brice nails, base, per keg, $2.90. 





New Studebaker Delivery Car 


The Studebaker Corp. of America, 
South Bend, Ind., has announced a new 
half-ton delivery car designed for busi- 
ness houses and merchants who desire a 
“smart” as well as a practical delivery car. 
This new model is mounted on the chassis 
of the new American Edition of the 
Erskine Six. 




















The body is low-slung and stream-lined. 
The driving compartment is entered 
through doors 27 in. wide by 44 in. high. 
There are Spanish grain leather seats with 





tilted backs, a large steering wheel, and 
many modern appointments. 

The loading space is unusually large for 
a vehicle of this type. The rear opening 
is 44 in. wide, 40 in. high, and only 28 in. 
from the ground. There is plenty of room 
for many sizes and types of bundles, pack- 
ages, implements, etc. The ruggedly built 
body is non-rumbling, and scientific brac- 
ings tend to prevent squeaks. The floor is 
sealed from dust and moisture by “J” iron 
joints. The entire interior is finished in 
gray engine enamel. 

The car has a 107-in. wheelbase, six- 
cylinder motor, full size balloon tires, 10- 
gallon gas tank, and many modern acces- 
sories. 





Empire Magnetic Toy Engine 


A replica of the old famous Corliss 
Steam Engine is being manufactured as 
an electric toy by the Metal Ware Corp., 
Two Rivers, Wis. The Empire Magnetic 
Engine has a regular cylinder, connecting 





rod, flywheel, piston, throttle, etc. But 
instead of steam, electricity from a light 
socket provides the power. The current 
flows through the coil in the boiler shell, 
through the steam line to the throttle valve 
to the cylinder, just as the steam travels 





in the Corliss engine. In the cylinder an 
electro-magnet provides a typical double- 
action drive through the piston and con- 
necting rod. 


Reading matter continued on page 74 
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What’s the Price? 


You always ask that question sooner or later when you're buying; you 
ought to ask it. But you should remember that the answer means a good 
deal more than just dollars and cents. The buyer who buys just at a price 
generally loses money; it’s poor buying. 





It’s more important to know what the price represents, because poor 
quality is usually the most expensive thing you can buy. Best quality at a 
fair price is usually cheapest in the end. 


Richards-Wilcox prices are based on the best and most efficient door 
hardware that advanced engineering skill and manufacturing methods can 
produce. Theirs is the largest and most complete line—hangers and equip- 
ment to solve any and all doorway problems. 


You may be able to buy at lower prices; but that’s a sign you’re willing 
to accept lower quality. No manufacturer can produce as good door hard- 
ware for less money than Richards-Wilcox. 


A lower price may look good to you; but don’t make any mistake about 
it. Remember, doors have to work and cheap hardware will invariably 
cause trouble. 


Richards-Wilcox doorway engineers are located at branches in all 
important es cities of the United States and Canada. Call on them at 
any time—whether it is a small garage or the largest doorway—they 
will recommend the right equipment. 


The great R-W manufacturing plants are located at Aurora, Illinois, 
and London, Ontario. 
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Public Is Buying Baidacsre Merchandise 


in Large Volume—Prices Firm 


dealers to cover their requirements. 
Prices have not changed during the past 
two years. 


We quote 
stocks: 

Hot Plates.—Gas, black, one burner 
(small), $2.45 per dozen net; nickel, 
$1.20 each, with star burner, $1.83. 
Two burner, black, $1.83; nickel, $3.99. 
ue” burner, black, $2.80; nickel, 
5.48. 


GRASS HOOKS.—Grass hooks are 
among the few things that are selling 
real well, say jobbers. It is believed 
sales will run ahead of 1927. 

We quote from Boston jobbers’ 


(Boston office of HARDWARE AGB) 

BosTON, May 22.—Because we have passed the middle of May 
and certain things about the home and farm have to be done re- 
gardless of the backwardness of the spring season, the general pub- 
lic is buying merchandise carried by the retail hardware store in 
larger volume. But almost without exception those retail dealers 
interviewed the past week profess to be disappointed in business so 
far this year. Opinion seems to be that cash sales as well as charge 
accounts are running behind those of a year ago, and in certain 
cases quite a little behind. Although public participation is greater 
than heretofore, there are still large numbers of people who are put- 
ting off work that will have to be done some day. Their action has m5 
been based on continued cold weather and serious frosts as recently Grass Hooks.—Lawn King, $6.50 per 
as May 14, 15 and 16, making replanting of some early crops neces- pga rpg Oy 33: Brier 
sary. ————_ 
Shelf hardware jobbers likewise are disappointed in sales, yet the | HATCHETS.—Retailers in a large 
number of orders passing through their hands each day is surpris- | number of cases are all set on hatchets 
ingly large, and bookings so far this year have run slightly ahead of | that will be required by Boy Scouts 
last year. The slackness so far this month undoubtedly will cut eg ae fe Other retailers are get- 
down the advantage to some extent, however. It is evident that the be yr en Vila ities 
average retail hardware store is maintaining a well balanced but stocks: 
diversified line of stock so that opportunities to make sales are held | sneath “$ii5v ‘per dow’ net. “Kelley, 
to the maximum. At least the quantities of goods on each individual 


from Boston jobbers’ 





flint edge, with sheath, $14; without 
sheath, $11. 
HAYING TOOLS.—Further progress 
has been made by jobbers in disposing 
of haying tools. A sizable number of 
retailers have yet to make purchases. 
Indications are New England will have 
a good hay crop this season, and tools 
should sell well. 
More and We quote from Boston jobbers’ 


stocks: 
Rakes.—Wood, two-bow, $6.90 per 


order passing through shelf hardware jobbing houses and the variety 


of merchandise ordered suggests so. Heavy hardware firms ap- 
parently are doing a large business, but competition is keen and 
profits held down to narrow limits. Mill supplies are steadily gain- 
ing in activity owing to the expansion in shop activities. 








in a few electric fixtures. 


COTTON WASTE.—Despite the ups 
more hardware retailers are giving 





and downs of the raw cotton market, 
lecal jobbing prices on cotton waste 
have not changed in a long time. There 
is a small yet steady demand for waste. 


We quote from Boston jobbers’ 
stocks: 

Cotton Waste.—In five pound bags, 
23c. a lb. net; in 10 lb. bags, 21c.; in 
50 Ib. bales, 19c. White, in 1 Ib. 


cartons, 24c. a package. 
DOOR SPRINGS.—With a somewhat 
better demand for screen doors- has 
come a quickening in the call for door 
springs. 


We quote jobbers’ 
stocks: 


Door Springs.—Champion, No. 61, 
$20.42 per 100 net; _ 62, $24.30; No 
63, $36.45. Gem No. , $3.25 per doz. 
net: No. 2, $2.60; No” 3, $2.10. Per- 
fection, cone end, No. 11, 45c. per 
doz. net; No. 12, 50c.; No. 13, 55c.; 
No. 14, 60c.; No. 15, 65c. 


DUSTERS.—tThere is always a demand 
for dusters, but it is spotty and there- 
fore not generally noticed. Yet month- 
ly sales amount to quite a little from 
the viewpoint of dollars and cents. 


We quote from Boston jobbers’ 
stocks: 

Dusters.—Feather, turkey, No. 12, 
No. 14, $5.94; No. 


from Boston 


$4.86 a doz. net; 
16, $7.02; No. 18, $8.10. Ostrich, No. 
7, $3.25 a doz. net; No 4.32; No. 
9. $5.40; No. 10, $7.02; "No. 11, $8.64; 
No. 12, $10.80; No. oy $16.20; Noa 16 
$21. 60: No. $18, $24 


ELECTRIC FIXTURES.—Jobbers have 
made a slight downward readjustment 
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greater attention to such merchandise 
and getting better results. 


We quote from Boston jobbers’ 
stocks: 

Sockets.—Key, No. 5052C, in lots 
of 12, 15c. each net; jn cartons of 
25, 13c. Chainpull, No. 5252C, in lots 
of 12, 22c.; in cartons of 25, 20c. 








Pluge.—Attachment, two piece, 
No. 526, in lots of 25, 6%4c. each net; 
in ote of 50 to 100, 6c.; in lots of 
500, 5%6c. 

Splicer.—Extension cord, No. 210, 
in lots of 25, 26c. each net; in lots of 
50 to 100, 25c.; in lots of 500, 24c. 

Armored Cap.—No. 528C, in lots of 
25, 8c. each net; in lots of 50 to 100, 

T7iec.; in lots of 500, 7%c. 

Sockets.—Plug, Tu-sok, No. 1, unit, 
18c. each net: in lots of 20 to 99, 
l7c.; in lots of 100, 16%c. Bakelite, 
two light, No. 12, unit, 39c. in lots 
of 20 to 99, 37%e.; in lots of 100, 
36c. Triple current tap, No. 3, 
unit, 18¢c.; 20 to 99, 17¢.; in lots or 
100, 16%c. Three-way tap, No. 30, 
unit, 10c.; in lots of 20 to 99, 9%c.; 
in lots of 100, 9c. Three light, screw 
unit, 30%c.; in lots of 

in lots of 100, 27%c. 

No. 4, unit, 30%c.; in 
in lots of 100, 


base, No. 13, 
20 to 99, 39c.; 
Four-way tap, 
lots of 20 to 99, 29c.; 
27k. 

Fuse Piugs.—All sizes, 50 to the 
carton, in lots of less than 100, $3.50 
per 100; in lots of 100 to 499, $3.25 
per 100; in lots of 500 to 999, $3.00 
per 100. E 

GAS PLATES.—Jobbers presume that 
sooner or later we will have real warm 
weather and that a lot of housewives 


will want a hot plate in the kitchen. 


NAILS. — Galvanized cut nails 
somewhat cheaper, but otherwise no 
change is noted in the nail market. Re- 
tailers are buying nails conservatively. 
It is realized jobbers can make prompt 
shipment. 





For that reason they are urging retail 


doz, net; steel, two-bow, $7. 15. 
Scythes.—Little Giant, 28 to 32 in., 
and 30 to 34 in., $16 per. doz. net; 
Clover leet, $13.50; bramble, $16.50; 
brush, $16.50 
Snaths.—Ash, $14.50 per doz. net; 
‘cherry, $16.75; brush, $16. 
“Forks.—Three-type, No. 34, 12 in., 
10. 08 Pa doz. net; No. 34 12 in., 
. No. 


$10.93: No. 135, 13 in., $11.76; No. 136, 
13 in., $13.92; No. 123%, 14 in., 
$11.04; No. 124, 14 in., $11.52; No. 
144%, 14 in., $11. 88. 
Stones.—Western Red End, $1.10 
per doz. net; Berea, $1.60; Star, $1.35; 
round English, 13- in., $2.25; Pike 
chocolate, No. 1, $1.70; Green Moun- 
tain, $10.80 per gross net; Black Dia- 
mond, $17 per gross. Carborundum, 
No. 198, $1.95 per doz.; Old English 
Carborundum, No. 203, 48¢c. each. 
Rifles —No. 2, $1 per doz. net. 


We quote from Boston jobbers’ 
stocks: 

Nails.—Wire, from store, $3.50 per 
keg base; from mill, in car lots, 
$2.70 per keg base; in less than car 
lots, $2.95. Cement coated, in count 
kegs, from mill in car lots, $2.60 per 
keg base, f.o.b. Pittsburgh: in less 
than car load lots, $2.85. Cut nails, 
from store, $4.25 per keg base; gal- 
vanized cut nails, from stock, 8d. and 
smaller, $6.25 per 100 Ib. base, larger 
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Columbian Dan Says: 


“Columbian will 
successfully stand 
Any comparison.” 


If you think there is a better rope than Co- 
lumbian, make this test: 
Send for a sample of Columbian TJape- 
Marked Rope and place it side by side with any 
rope. Compare the fibre of the two ropes. Then 
compare the uniform yarns of Columbian with 
those of the other brand. Compare also the per- 
fect lay of Columbian, which assures. no cut in strands, with the lay of the 
other rope. 

Compare such modern features as water proofing. All Columbian is 
water proofed. Is the other rope? Last but not least, compare the Colum- 
bian Guarantee, the most tangible in the world, with whatever Guarantee, 
if any, the other rope offers. Columbian also invites any comparison of 
strength or service. 

It is our firm belief that your good judgment will compel you to rec- 
ognize the superiority of Columbian. At any rate, we are so sure that 
Columbian Tape-Marked Rope will sell itself on its own merits that we do 
not hesitate to suggest and encourage this comparison. 

A post-card will bring the name and address of the Columbian dis- 
tributor in your vicinity. 


Columbian Rope Company 
Auburn, “The Cordage City” N. Y. 
New York Boston New Orleans Chicago 


COLUMBIAN®2° 
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sizes, $6.85. Mill shipments, 8d. and 
smaller, $5.75 base; larger sizes, 
$6.35. Hardened steel floor, direct 
shipments, $7.60, f.o.b. Wareham, 
Mass.; from store, $8.10. Western 
eut nails, direct shipments, in less 
than car lots, $3.50. Tremont cut 
nails, direct shipments, $3.95 per keg, 
f.o.b. Wareham. 


REFRIGERATORS.—Refrigerators are 
moving slowly through hardware chan- 
nels. Competition from furniture deal- 
ers, as well as from the many electrical 
refrigerator manufacturers, is making 
the road of the old style cooler a some- 
what difficult one. Here and there, how- 
ever, retail dealers are found that do a 
very good business. 


We from Boston jobbers’ 


stocks: 

Refrigerators.—Eddy line in lots of 
less than five, 50 per cent discount. 
Prices range from $24.50 to $170.50 
each, list. 

TOILETS.—Summer camps will be 
opened next month, and toilets will be 
required. Retail dealers in some in- 
stances are anticipating a good busi- 
ness. ; 


-We quote from Boston jobbers’ 
stocks: 


Toilets.—Eureka, chemical, $7 each 
net dry chemical, $4.88 per doz. pack- 
ages net; liquid, $1.35 a gal. 

TREE TANGLEFOOT.—Tree tangle- 
| foot is selling well, and jobbers feel the 


quote 








buying has just started. It looks like a 


very satisfactory season. 


We quote from Boston jobbers’ 
stocks: 

Tree Tanglefoot.—In 1-lb. contain- 
ers, $4.80 per doz.; in 5-lb. containers, 
$22; in 10-lb. containers, $42; in 25- 
lb. pails, $96. 

WATERING POTS.—As is to be ex- 
pected at this time of the year there is 
a free movement of watering pots out 
of jobbers’ hands, and retailers say busi- 
ness is very good. 

We quote from Boston jobbers’ 
stocks: 

Watering Pots.—Galvanized, 4-at., 
$6.25 per doz. net; 6-qt., $7: 8-qt., 
&7.90- 10-qt., $9; 12- qt., $11; 16-qt., 
$12.20 


Twin Cities Report Country’s Best Conditions 
—Steady Trend Toward Improved Sales 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, May 22.—General conditions in the Northwest 
tributary to the Twin Cities are as good if not better than anywhere 
in the country, according to certain national business surveys. This 
conclusion is quite well borne out by the steady amount of business 
in all lines, and this is shared by the hardware interests. While 


there has been no great increase 


in any one part of the trade, there 


is a steady influence toward improved sales which denotes a healthy 


condition of the market. 


Collections show some improvement and prices are generally 


steady and firm as usted. 


AXES.—Demand is steady, with stocks 
ample. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit, base 
weight axes, $16.50; double bit base 
weight, $21.50; Plumbs Dreadnaught, 
single bit, unhandled, $15.00; double 
bit, $20.00; handled, single bit, $19.25; 
double bit $24.25 doz., net. 

AUTOMOBILE TIRES AND TUBES. 
—Sales are steadily increasing as the 
roads improve and warmer weather ap- 
proaches. Touring is showing definite 
increase, and the number of out-of-State 
cars are much more plentiful than a 
few weeks ago. The summer touring 
and vacation season is very near, and 
the sale of tires, tubes and other auto- 
mobile necessities shows a steady gain. 
Prices on tires and tubes show no 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Mansfield tires, 
Liberty cord, 30 x 3%, $6.10; heavy 
duty oversize, $8.30; balloon tires, 

27 x 4.40, $8.70; 29 x 4.40, $9.15; 30 x 
5, $13; 32 x 6 heavy sty. $21. 10; 32 

x 6.20, heavy duty, each, less 
5 per cent. Mansheid” tubes, tan, 30 
x 3, single lots, $1.50; case lots (12), 
$1.40; 32 x 4, single, $2.50; case (12), 

; 34 single, ni: 10; case 

u loon t 

yor arity $1. 
$1.85; case May: 
E . Single, $2.25; case (12), 
$2.15; 32 x 6, single, $3.10; case (12), 
00; 32 x 6.20, single, $3.50; case 

(12), $3.40 each, less 10 per cent. 


BOLTS.—Demand is good, with stocks 
well filled. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. twin Cities: Carriage and ma- 
chine bolts, all sizes, 60 per cent; 
stove bolts, 75-10 per cent; and lag 


screws, 60 per cent from standard 


lists. 
BRADS.—With the advance of build- 
ing brads are selling well. Prices are 
unchanged. 


We quote from jobbers’ stocks, 
f.0.b. Twin Cities: Steel wire brads, 
75 per cent from lists. 


BUILDERS’ HARDWARE.—Finishing 
hardware is moving at a better rate 
with the progress of the building sea- 
son. Stocks are well filled, and prices 
are firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 3% x 3% steel 
butts, old copper and dull brass fin- 
ish, 19c., pair in less than case lots, 
18c. pair in case lots; 4 x 4 steel 
butts, old copper and dull brass fin- 
ish, 26c. pair, less than case lots 
25c. pair; in case lots, broad bevel 
steel inside sets, old copper or dull 
brass finish, one piece knots, less 
than case lots, $7 doz., sets, case 
lots, $6.75 doz. sets; steel bit-keyed 
front door sets, $1.85 per set; cylin- 
der brass outside trim, bit-keyed 
front door sets, $1.85 per set; cylin- 
der front door sets, $6.50 per set. 

Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in., 75c. doz. pair; heavy 
plain strap hinges, 4 in., 93c. doz. 
pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
doz. pair; light plain tee hinges, 3 in., 
62c. doz. pair; in., 78c. doz. pair: 
heavy plain tee hinges, 4 in., $1.06 
doz. pair; 5 in., $1.20 doz. pair; 6 in., 
$1.40 doz. pair; 8 in., $1.95 doz. 
pair; extra heavy plain tee hinges, 4 
n., $1.28 doz. pair; 5 in., $1.58 doz. 
pair; 6 in., $1.89 doz. pair; 8 in., $2.83 
doz. pair; 10 in., $4.53 doz. pair net. 


CHAINS.—Call for chain is fair, with 
ample stocks on hand. There have been 
no changes in prices. 


We quote from jobbers’ 
f.o.b. Twin Cities: Log chains, 


stocks, 
y%x 








14, $13.85; % x $10.80; nt * 14, 
$10. 20; proof coil py % i $12 % 
in., -95; % In., $8.35; % in. $9.20 
ewt., net. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.— Demand shows a 
steady market for this line, .with stocks 
ready for the season. Prices are un- 
changed. 


We quote from jobbers’ stocks, 

ag Twin Cities: Eaves trough, 28 

5 in., S.B., slip joint, in crates, 

$5. 50 per 100 ft.; conductor pipe, 28 

ga., 3 in., in crates, not nested, $5.40 
per 100 ft.; 3 in., $1.73 doz, net. 


FILES.—Saw files are selling more 
freely, and shops and garages are buy- 
ing generally better. Prices show no 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade 
files, 60 per cent from lists. 

GALVANIZED WARE.—Demand for 
garbage cans is good, with fair sales in 
other items. Prices are steady as last 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard 10 qt. 
Oro. ik at ree at $2.55; 12 gqt., 
ao: 14 $3; 16 qt. stock pails, 
$4.70; 18 = ” $5. 50; standard galvan- 
ized tubs, No. 1, $7: No. 3, $7.9; 
No. 3, $9. '20; heavy galvanized tubs, 
No. 1, $12.85; No. 2, $14.05; No. 3, 
$15.25 doz., net. 

GLASS AND PUTTY.—These items 
are receiving their usual amount of at- 
tention for spring season. Stocks are 
being carefully watched, and sales are 
good. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single and double 
strength glass, Minnesota prices, 87 


per cent; and strictly pure putty in 
50 lb, containers, $4.85 cwt., net. - 
HAMMERS AND HATCHETS.—Sales 
are fairly good, with stocks ready for 
steady sales. Prices show no changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11 
earpenters’ hammers, $12.60; Plum 
No. HF81, $12; Plumb broad hatchets, 
No. 2, $16.40; shingling, No. 2, $12.50, 
and claw, No. 2, $13.75 doz. net. 
HOSE REELS.—Retail sales are be- 
ginning to mount, with dealers ready 
for the call. Prices are firm as quoted. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Donley All Steel 
hose reels, No. 2 at $2 each, net. 
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A good swinging Door Hinge 
is always in demand 





Your trade will be highly satisfied with the 


National 
No. 240 Ball Bearing Floor Hinge 


——— 
HIS Hinge is designed on a new prin- 
ciple that completely does away with 
all friction and swings open and closed 
with absolute quiet. Perfection at last in 
this type of hinge! 
Two independent units— 
an all-steel frame operating 
on a ball-bearing pivot carry- 
ing the en- 
tire weight 
of the door, 
and _ spring- 
closing fea; — 
ture, although independent of each other are necessarily 
combined. 


Along with this popular hardware item you should 
carry in stock the No. 225 Push Plate, illustrated. It is 
made of either wrought steel or solid brass and comes 
in a wide variety of finishes. 


Building booms are prosperous times for hardware 
dealers when they carry full stocks of dependable mer- 
chandise such as this. National Hardware, backed by 
twenty-five years of manufacturing experience, is uni- 


versally known for its high quality. No. 225 Push Plate 


STERLING 


National Manufacturing Company iiuvois 
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NAILS.—Demand is steady, with bet- 
ter volume than a short time ago. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails and cement coated wire nails 
- 100-Ib. kegs at $3.20 per keg, 
ase. 


OIL HEATERS.—Sales are fairly good, 
with stocks ready for the usual spring 
call. There is no change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: ee. Perfect Oil 
heaters, No. 12, $5.50; 15, $7; No. 
016, $8.25; No. 0190 ‘gi0c60, No. 151, 
$7.50; No. 10161, . $8. 46; No. 0191, $11; 
No. 50 » $11.25; No. 605, $12.75 
each, rite dioseunt = quantities less 
than ten, 30 per cent; ten or more, 
30-5 per cent. 


OIL STOVES.—Sales are steady, with 
signs of increase with the approach of 
warmer weather. Prices are firm as 
last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 500 Nesco oil 
stoves, $80.00 each; No. 213, $22.00 
each; No. 213 with No. 1103 shelf, 
$28.50 each; less 30-5 per cent. No. 
79, Perfection, with black cabinet, 
$78.00 each; No. 73 only, $22.50 each: 
No. 73 with black cabinet, $29.00 
each; with a discount of 30 per cent 
in lots of less than ten, and 30-5 
per cent in lots of ten or more. 


PYREX OVENWARE.—Sales are fair 
for this time of year. Prices show no 
changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 623 casseroles, 
$1.17; No. 624 casseroles, $1.33; No. 
634 casseroles, $1.33; No. 212 bread 
pans, 60c.: No. 200 pie plates, 67c.; 
No, 209 pie plates, 60c.; No. 231 util- 
ity dishes, 67c.; No. 12 tea pots, 
$1.67; No. 26 tea pots, $2.33, and No. 
953 percolator tops, 7c. each net. 


REGISTERS.—Call for registers is 
fairly good, with indications of an in- 
crease in demand as building progresses 
for the year. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 


ters, 20 per cent, and wrought steel 
registers, 40 per cent from lists. 


ROPE.—Call is fair, with dealers mak- 
ing ready: for the demand for hay rope. 
Stocks are in good shape, with prices 
firm. 


yy from jobbers’ stocks, 
Pog T No. Cities: Best grade sand- 
paper, ~No. 1, 85c. per box of 75 
sheets; second grade, No. 1, 77c. per 
box of 75 sheets; garnet No. 1, $16.75 
per ream, net. 


SANDPAPER.—Sales are improving 
with the progress in building and deco- 


rating. Stocks are well filled, and 
prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 23c. per Ib., base, and best 
grade sisal rope at 17c. per Ib., base. 


SANITARY PRODUCTS.—Demand is 
steady in this line, with stocks well as- 
sorted. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 
Presto Products.—Oil soap, 16 oz. 


size, $2.60 per dozen; bowl cleaner, 22 
oz. size, $1.85 per dozen; pipe opener, 
16 0z. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz. Silvershyn, oz. size, 
$1.80 per doz; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6- 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 6- 
oz, size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz.; $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean.—22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 dozen 
cans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per aqt., 
and dozen quantity, $1.75 per qt. 

Hercules tile and porcelain cleaner, 
.$2 doz. less than gross lots and $1.90 
doz. in gross lots; Hercules Radiator 
Stop Leak, 8 oz. cans, 1, 2,and 3 doz. 

cans to the carton, $4.50-. dozen; 
Hercules boiler compound, ite" cans, 
$2 each 

Economy Plumber drain pipe clean- 
er, 1 lb. cans, $2 per .; 2 Ib. cans, 
$3.90. The 1 1b. size is packed 1, 2 
and 3 dozen to the carton, and the 
2 lb. size is packed 1 and 2 dozen 
to the carton. ; j 


SCREWS.—Sales are steady, with good 
volume. Stocks are well filled, and 
prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 50 per cént; flat head 
japanned, 371% per cent; round head 
blued, 45 per cent; flat head brass, 
45 per cent and round head brass, 
40 per cent from new lists. 


SK ATES.—Demand is steady for roller 
skates, with ample stocks from which to 
draw. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Plain steel roller 








skates, 75c. pair; Speed King, boys’, 
$1.35 pair, and girls’ Speed King, 
$1.30 pair, net. 


SOLDER.—The market is steady, with 
demand fairly good. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Strictly half and 
half solder at 34c., and warranted half 
and half solder at 35c. Ib. in 100-lb. 
boxes, net. 


STEEL SHEETS.—Call for sheets is 
steady, with some increase in volume 
lately. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $4.90 cwt., base (24 ga.), 
and black steel sheets at $3.95 cwt., 
base (24 ga.). 


TIN.—Sales are showing a fair vol- 
ume of business, with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke tin, 
ICL, 20 x 28, $14.50 box, and roofing 
tin, IC, 20 x 28, 8 lb. coating, $15.50 
box. net. 


WIRE.—Fence ‘wire is selling steadily, 
and shows a good demand. Prices have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized cattle 
barbed wire, $3.17 per 80-rod spool; 
galvanized hog barbed wire, $3.39 per 
80-rod spool; painted cattle barbed 
wire, $2.97 per 80-rod spool, painted 
hog barbed wire, $3.18 per 80-rod 
spool. No. 9 (base) smooth galvan- 
ized wire, $3.65 cwt.; No. 9 (base), 
smooth back wire, $3.20 cwt. 


WHEELBARROWS.—Sales are show- 
ing a steady demand, with stocks ample 
for the developing needs of the con- 
tractor and home owner. Prices have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Fully bolted-barrel 
type tray wheelbarrows, $34 doz.; No. 
2 tubular, $7.33 each, and No. 1 gar- 
den, $6.25 each, net. 


WRENCHES.—Demand is very good, 
with stocks ready for heavy sales. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 60-10 per cent; key model 
wrenches, 45 per cent; engineers’ 
wrenches, 50-50 per cent, and Trimo 
pipe wrenches, 65 per cent from list. 
Bemis & Call long sleeve nut, 10 in., 
$1.70; 12 in., $2.06; 15 in., $2. 75 each 
net 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13.75; 
No. 202, Heavy Duty Set, $300: No. 
404, Flexible Socket Set, $8; 608, 
Crankease Drain Plug pocket. 33. 20; 
No. 90, Square Socket Set, $3.70; No. 
1817, Giant “Snap-on” with extra 
heavy duty ratchet, $27.35 list, less 
3314 per cent discount. 





A Quick Vegetable Cutter 


An improved slaw and vegetable cutter 
has been placed before the trade by the 
Bluffton Slaw Cutter Co., Bluffton, Ohio. 
The new Rapid Slaw & Vegetable Cut- 
ter No. 6 is made from steel with a triple 
coating of pure block tin. The cutting 
blades are hammer tempered and are self 
sharpening. With this cutter it is pos- 
sible to cut all kinds of vegetables, shave 
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ice and slice soap. A grater at the bot- 
tom of the cutter permits the grating of 
cheese, nutmeg, orange, horse-radish, etc. 

The Rapid Slaw &:° Vegetable Cutter 
No. 6, which is illustrated, is light in 
weight, sanitary, easy to clean and has 
been approved by both the Priscilla Prov- 
ing Plant and the Good Housekeeping In- 
stitute. It is 414 in. wide, 13 in. long and 
is packed 12 to a box. 
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About — 
Ratchet Bit Braces 


Here’s a brace that you can sell at a moderate 
price and yet know and feel that you are selling 
a tool that will give complete satisfaction. Its 
special features are illustrated in the margins. 
Look them over. Take one of these braces. 
Examine it carefully. Balance it in your hand. 
When you find out yourself what a good tool this 
is—a Goodell-Pratt Tool-—-you'll find it easy to 
convince your customers that it is a value buy. 


lage aal al 


LIST PRICES 
8 inch sweep Each 
10 inch sweep Each 
12 inch sweep Each 
14 inch sweep Each 


Check up. You should have these in stock. If short 
any or all, send in your order today. 








GOODELL-PRATT COMPANY -“oZni/4s, GREENFIELD, MASS.US.A. | 


GOODELL-PRATT 


| ;=lelomcloleo)> im rele) a 


} 
——— 


| 
| 














HARDWARE AGE for MAy 24, 1928 





New York Hardware Market Improves as 
Weather Moderates—Prices Firm 


NEW YORK, May 23.—The wholesale market in New York reports 
the demand for seasonal merchandise, including garden and lawn 
tools, improving steadily with the advent of better weather con- 
ditions and is openly optimistic as to the outlook for the next few 
weeks. Staples are normally active also. 

Bolts, screws, builders’ hardware and supplies are among the 
staples that are showing activity. Fencing and other wire goods 
are also moving in good volume. 

There are practically no price changes reported this week. -Col- 
lections are fair. 

BATTERIES.—There is a fair demand | FREEZERS, ICE CREAM.—Demand 


for ignition and flashlight batteries. | is increasing. Prices are expected to 
Radio B batteries are normally active. | remain unchanged during the season. 





Uniform and firm prices prevail. Stocks JOBBERS’ QUOTATIONS TO RE- 
satisfactory. TAILERS, F.0.B. NEW YO 
Acme freezers, 2 qt., bright gal- 
sonsany QUOTATIONS TO RE- vanized tapered, $8 per dozen; same 
TAILERS, F.0.B. NEW YORK: enameled-galvanized, $10 per dozen; 
Dry cells, No. 6. ignition type, 4 qt. enameled-galvanized, $18 per 
3214c.; No. T7111, same type, 35%4c. dozen, and pint size, Junior enam- 
each. . ey eled, $4.80 per dozen. 
Hercules, No. 6, ignition type, 23c. Alaska freezers, 2 qt., $3.45; 3 qt., 
each in lots of 5 $4.10; 4 qt., $5.00; 6 qt., $6.30; 8 qt., 
B batteries, Ne, 767, $2.62 each; in $8.20; 10 qt., $10.75; 12 qt., $13.50; 
units of 5, $2.44 each; No. 772 (ver- 16 qt., $17. 00; 20 qt., $21.00. These 
tical type), $2.06 each: in units of 5, are list prices and are subject to a 
$1.92 each; heavy duty vertical type, discount of 20 and 10 per cent. 
No. 770, $3 each; in units of 5, $2.80 Arctic freezers, 1 qt., $2; 2 aqt., 
each. Layerbilt No. 486, $3.59 each; $2.30; 3 qt., $2.78; 4 qt., $3.44; 6 qt., 
units of 5, $2.33; New Layerbilt, No. $4.30; 8 qt., $5.55; 10 qt., $7.40, and 12 
485, $2.53 each, in units of 5, $2.33 qt., $8.33. Prices are each and NET. 
each. Auto vacuum freezers, No. 1, $2.33; 
x 2, $2.67; No. 3, $3.33; one. No. 4, 
Y . 4. Prices are each and NET. 
BOLTS AND NUTS.—Prices firm and Casco Effortless freezers, $2.67 
demand is moderate. Stocks are ade- each. 
uate ritsd era s vacuum freezer, 1 pt., 
ers ae aT “ee Tass 8 Labs 
’ 7 an 4 qt. 8 ese are L 5 
vanes Fg ug irltage. TO RE- prices, per each, and are subject to 


bolts 69 per cent be list. rhe 
Stove bolts, 80 per cent off list. 
Machine bolts, % by 6 and smaller, 


Everybody's freezer is gray 
enameled. 
Peerless freezers, cottage special, 2 
7. 


50 and 10 ey larger to 1 by 30, bx ae 0 2 . Scie. 9 ea, 

50 per cent off list; 1% to 14, 30 off € ounta 

list. * ‘ 2.43; 2 at., $2.83: 3 at., » $3: 38; 4 at. 
Coach screws, 55 off list. Cast 4.13; qt., $5.23; 8 qt., 7 

bolts, 60 per cent off list. Step bolts, $9; 12 qt., $10.78; 15 qt., $12.80; 496 

50 per cent off list. qt., $16.80. Prices are each and NET. 


CARPET SWEEPERS.—Demand re- | gm and stocks ample. 
ported as active. Prices remain un- 
JOBBERS’ Gut AT os TO RE.- 


changed and stocks satisfactory. TAILERS, F.0.B. NEW YORK: 

Common wire nails, bright, 4d, 
JOBBERS’ tgp fold J mA RE. $4.25 per keg; 6d, $4 per keg; 8d, $3.85 
TAILERS, F.O NEW per keg; 10d, $3.75 per keg. Common 
_ Carpet esmapare, Sandard, a ‘eac h; wire nails, galvanized, 4d, $6.75 per 
Universal japanned, $3.50 each; Uni- keg; 6d, $6.50 per keg; 8d, $6.35 per 

versal, nickel plated, $3.83 each; keg, and 10d, $6.25 per keg. 
Grand Rapids, japanned, $3.67 each; Wire box nails, smooth, 4d, $4.45 
Grand Rapids, nickel plated, $4 each; per keg; 6d, $4.10 per keg, and 8d, 
Elite, $5 each; Princess, $4.17 each: $3.95 per keg. Wire finishing nails, 
and American Queen, $4.50 each; bright, 4d, $4.95 per keg; 6d, $4.35 
Sterling, $2.10 each. per keg; 8d, $4.10 per keg, and 104, 


— andl ~ ee : a7 48 yey on 
s galvanized, 4d, .45 per keg; , $6.85 
CLOCKS.—Auto and alarm clocks in per keg; 8d, $6.60 per keg, and 10d, 


fairly good demand. Prices unchanged. $6.50 per keg. 


Stocks ample for present needs. 
OIL COOK STOVES.—Distributers in 
JOBBERS’ QUOTATIONS TO RE- this market report greater demand in 


TAILERS, F.0.B. NEW YORK: rie . 
Alarm clocks, Big Ben, $2.29; same this item. Prices are firm and whole- 








luminous, $3.16; Baby Ben and Baby sale stocks are adequate. 
Ben luminous take same respective 
prices, my Hur, $1.76; same lumi- JOBBERS’ QUOTATIONS a, RE.- 
nous, $2.4 TAILERS, F.O.B. NEW YO 
Blue i, luminous dial, $1.76; Perfection oil cook stoves, RNs. 339, 
Blue Bird, $1. 22. Sleepmeter, $1.40. full white porcelain, enamel, 4 stand- 
Sleepmeter, luminous’ dial, $2.10. ard, 1 Giant Superflex burners, built 
American, $1.05. in oven with white cabinet, $140; No. 
Auto clocks, Westclox, plain, $1.76; 74, satin-black finish, 4 cobalt porce- 
same luminous, $2.46. lain burners, $28.50 for stove only, 
Prices are each. with white cabinet, $41.50; with black 


Reading matter continued on page 82 


NAILS.—Demand is more active. Prices | 


cabinet, $36.50; same with 3 burners, 
$22.50, $33 and $29; same with 2 burn- 
ers, $17. 50 for stove alone and with 
black cabinet,- $22.75. 

These are list prices subject to a 
discount of 30 and 5 in lots of 10 or 
more and for lots of less than 10, 30 
per cent off list. 

Nesco oil cook “rer _ Se $56; 
No. 400-L, $38.50; No. $38.: 50; 
No. 212-1102, with high sonelt, $15.93; 
No. 213-1103, with high shelf, $19.95; 
No. 214-1104, with high shelf, $25.20; 
Nesco ovens, No. 5, $1.50; No. 10, 
$2.63; No. 20, $3.15 and No. ‘301, $4.48. 
NESCO prices are NET. 

Coleman camp stoves, No. 2, $8.50, 
and No. 9, $6.25. Coleman Gipsy camp 
stove, $4.70. 

Coleman Air-O-Gas stoves, No. 322, 
$76; No. 323, $17.60; No. 324, $26; No 
325, $30; No. 326, $16; No. 327, $19: 
No. 328, $48; No. 329, $35; No. 330, 


$23. 
COLEMAN prices are each and 
NET. 


PRESERVING EQUIPMENT.—Mod- 
erate early season demand. Prices are 
expected to remain unchanged during 


the season. Wholesale stocks ample. 
JOBBERS’ og agp be agg TO RE- 
TAILERS, F.0O.B. NEW nal ye 
Everedy bottle capper, No. $344c. 
each. Cork assortments of oe corks, 
sizes 6 to 10, $1.07 per assortment. 
Everedy jelly bag and stand No. 6, 
50c. each;..bag.only..fer--stand--No. 6, 
l7e. each; Universal Aladdin preserv- 
ing season set No. 14, $1.95 each. 
Universal family scale, $4.80 per as- 
sortment of three scales. 


ROLLER SKATES.—Warmer weather 
creates active demand for these goods. 
Prices remain steady. Stocks ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B8. NEW: YORK: 

Roller skates, extension, web heel 
and toe straps, plain steel rolls, 72c. 
per pair; same with toe clamps and 
web heel, 78c. per pair; same for 
boys, with self-contained. ball bear- 
ing wheels, $1.42 per pair; for girls, 
$1.62 per pair. 

Roller skates accessories: keys, 
2%c. each; skate wheels, with ‘self- 
céntained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; ge pins, 15c. per 100; ‘axle 
nuts, i 100; axle nut washers, 
60c. Ki... 1 adjustment binding bolt, 
65c. per 100; adjustment binding bolt 
nut, 65c. per 100, and toe clamps, 12c. 
per pair. 


SASH CORD.—Demand is active and 
prices are unchanged. Stocks adequate. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK 

Sash cord, Samson spot No. 8, 70c. 
to 72c.; Aetna No. 8, 27c. to 3lc., and 
Phoenix, No. 8, 33c. to 39c. 

No. 7 is le. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS. — Sales are normal and 
prices steady. Stocks ample. 


JOBBERS’ Sa la os ML RE.- 

TAILER Ss, F.O 

Wood screws, y Sty «4 ‘terent iron, 
50-10-10; round heads, blue, 45-10-10; 
round head, iron, nickel plated, 27%- 
10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 45-10-10; round head, 
brass, 40-10-10. These discounts ap- 
ply to new standard screw lists. 

Machine screws, flat and round 
peoes, brass and iron, 70 per cent off 
st. 


SCREENS.—Increased demand with 
warmer weather. Heavy demand ex- 
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No. 8598 
Retail Price 
$27.50 
Plus Freight 





ee A eg 
Ces in the American Line of 


Aeroplanes 


“COLUMBIA,” “SPIRIT OF ST. LOUIS” 





“SPIRIT OF AMERICA”’ 









No. 8599 
Q Retail 

| Price 
} $9.50 
Plus 
Freight 


















No. 8597 
Retail Price 

$15.00 
Plus Freight 


Three 
Profit Makers 


THIS is the flying age. Lindbergh with his 
Spirit of St. Louis and his daring flights has 
captured the imagination of adults and chil- 
dren alike. Boys and girls everywhere are 
playing and talking aeroplanes. , 





To provide for the tremendous possibilities 
this situation opens up for the sale of Chil- 
dren’s Aeroplane Vehicles we offer a com- 
plete line of aeroplanes that will satisfy the 
craving of any child for aeroplane play. 


These Three Attractive Numbers Retail At 
$9.50—_$15.00—$27.50 


Think of the profits you can make catering 
to the children. Is there any boy or girl who 
sees them in your window or on your floors 
who is going to give dad any peace until he 
buys one for them? Rush your orders now 
to your nearest jobber. Stock up for Chil- 
dren’s Day sales—June 16th. 
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pected. 


Prices remain firm. 


are adequate. 


SPRING GOODS.—This class of mer- 
chandise is having a very active demand 
at present and is expected to be more 
Prices are 
firm and stocks at the present are in 


so 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Window screens, Diamond E, all 
metal frame, with Opal alvanized 
wire cloth, No. 14 og oe ee © Bt 
2 2, $10; No. 3, $12; No. $14; 

, $12; No. 6, $14; No. 7, 18. 

” Diamond E with Liberty golden 
bronze, wire cloth, No. 16 mesh, No. 
11, $12; No. 12, $14: No. 13, $16: No. 
14, $18; No. 15, $16; No. 16, $18; No. 
17, $20. 

Diamond E NET per 
dozen, 

Liberty Brand, all metal screens, 
galvanized wire cloth, No. 14 mesh, 
No. 21, $6.80; No. 23, $9.20; No. 24, 
$10; No. 26, $10.80; No. 27, $12. 

Liberty Brand with bronze wire 
cloth, No. 16 mesh, No. 31, $10; No. 
33, $12.80; No. 34, $14; No. 36, $14.80; 
No. 37, $16. 

Liberty Brand are NET 
per dozen. 


prices are 


screens 


as the season advances. 


good condition. 


JOBBERS’ QUOTATIONS hi RE- 
TAILERS, F.0O.B. NEW YORK 


Stocks 


Nursery hoes, 
polished and _ bronzed, 


each 


Onion hoes, square 


bundle. 
Warren type hoes, 
Scuffle type hoes, 8ic. 


Mortar Hoes 


86c. 
to 92c. 


finish, solid shank, 
9 in. blade, $1.09 each. 
2 holes and 10 in. 
blade, $1.09 each 


bundle. 
Steel Rakes 


weight, black finish, 
12 teeth, 46c. 


each; with 16 teeth, 


bronze finish 
. ash handle, 


Light 
handle, 
teeth, 50c. 
each. 

Medium 
teeth, 5 
77c. each; 
each; 16 teeth, 87%c. each. 
ished bronze head, 
16 teeth, $1.09 each; with 
$1.02 each. 

Rakes packed 6 in a bundle. 


Cultivators 


forged steel blade, 
solid shank, 
4% ft. handle (ash), 7 in. blade, 81%¢c. 


top, polished 

forged steel blade, 7 x 1% in. bronze 

finish, 4% ft. handle, 81%c. each. 
Garden hoes are packed 12 in a 


each. 
each, 


Polished forged steel blade, bronze 
ft. ash handle, 
Same with 
polished steel 


Mortar hoes are packed 12 in a 


ash 
each; with 14 
514c. 


straight 
12 teeth, 
14 teeth, polished, 83%c. 


Steel bow rakes, curved teeth, pol- 
5% ft. ash handle, 
14 teeth, 


Potato Hooks 


Solid steel goose neck, black and 
gold finish, 4% ft. handles, 5 round 
tines, $1.03 each. Same, with bent 
head, polished and bronze finish, 4 
angular black tines, 96%c. each. 

These are packed 12 in a bundle. 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 
in. tines, bronze finish, $1.71 each. 
Same, 5-12% in. tines, $1.8914c. each. 

Strapped ferrules, drop forged oval 
tines, polished and bronzed with 4 ft. 
ash handles, 4-12 in. tines, $1.56 each. 
Same with 5-12% in. tines, $1.90 
each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dles, with 4 oval 15 in. heavy tines, 
$2.17 each. All of these manure 
forks are packed 6 in a bundle. 


Hay Forks 


Strapped ferrules, selected ash han- 
dles, bronzed and polished, 3 oval 12 
in. drop forged tines, with 5 ft. bent 
handles, $1.154% each, and with 6 ft. 
bent handles, $1.39 each. 

Hay forks are packed 12 
bundle. 

Five per cent off all prices on 
spring goods in bundle lots. 


in a 


Lawn Rollers 


Garden Hoes 


Ladies’ garden hoes, 5 in. forged 
steel blade, solid shank, 4 ft. handle, 
63 1-6c. each. 

Meadow hoes, forged steel blade, 
19 gage, polished and bronze socket 
shank, 4% ft. handle, 93c. each. 


Dunham’s waterweight pe ga No. 
2, $9 each; No. 4, $10.76 each 


Hose Reels 


Donley all metal No. 
10, $2.50 each. 


Floral cultivators, adjustable 3 
forged steel prongs, malleable iron 
socket enamel finish, 4 ft. ash han- 
dles, 60c. each; same with 5 forged 
steel adjustable prongs and 4%-ft. 
ash handles, 85%c. each. 

Packed 6 in a bundle. No. 


2, $1.55, and 











Attractive Window Display Sells Chinaware 





play. Much attention was attracted to this window dis- 
play in the two weeks in which it was shown, but as it 
did not show special price or bargain merchandise there 
was no apparent effect on the immediate sales in the 
chinaware department. In writing about the window the 
company says: “We do not think it possible to measure 
the success of any window or advertisement by the results 
obtained within a short period of time. The power or 
effect, except in case of special price merchandise, is 
extended over a longer period of time.” 


HIS striking window display of chinaware was 

arranged for Kline & Co., hardware dealers at 13 

Market Square, Williamsport, Pa., by Calvin 
Weaver, who takes care of the advertising and the 
window displays of the company. 

Mr. Weaver believes in using crepe paper liberally. 
He finds that various colors accentuate the goods dis- 
played and that a careful selection of colors must be 
made before attempting to dress the window. 

Artificial flowers added a seasonal touch to this dis- 
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FOR 26 YEARS 


mpire Jires and Jubes 


have had a reputation for Quality 


JOBBERS KNOW 


that the complete Empire line including 












MECHANICAL 
RUBBER GOODS 


---- is a big field for 
additional profit without 
increased overhead or 
expense. 














If you sell tires and 
tubes you should 





“Y 


° we “ee a al 
Investi gate S Empire Tire & Rubber Corp., Trenton, N. J, (Dest. H) : 


Gentlemen: We ane’ interested in Empire Tires and 4 
Tubes. Tell us about your dealer proposition. (Check ® 
item of special interest.) 


















WpIve 


WEAR LONGEST 





We maintain no branches to compete with you. We sell 
only to authorized Empire distributors. 


UNCONDITIONAL ONE YEAR GUARANTEE 


applies to EMPIRE HEAVY DUTY TIRES 
EMPIRE SIX PLY BALLOON TIRES 
EMPIRE PEERLESS PUNCTURE PROOF TUBES 
























Your own SPECIAL BRAND, Grey or Red Tubes, in 
quantity purchases—all oversize—at prices that will 
enable you to meet all competition. 




















Use the coupon EMPIRE TIRE & RUBBER CORP. 
or write at once to TRENTON, N. J. 
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U.S.A. 


(TRADE MARK) 


A File for 
Every 
Purpose 





‘i 
se 


athe orp 


Fatt can be saved 


with these Files 









































A shrewd hardware dealer, after looking 
at a layout of one of our current adver- 
tisements, remarked “This advertisement 
will stimulate sales.” 

He was right. Nicholson advertising does 
increase sales not only by impressing the 
reader with the cutting ability of these tools 
but also by suggesting new uses for them. 
Nicholson File Company advertising is now 
appearing in the Saturday Evening Post, 
Collier’s, an extensive list of metropolitan 
newspapers, national and state farm 
papers, and the trade and technical press. 


NICHOLSON FILE CO. 
Providence, R. I., U.S.A. 
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SELL NO ae ELL NOUS BS Thee 


Sterling 


“10-spoke” wheel with a 3. of 
smooth tread gives greater 
strength, rigidity and service SPECIAL STERLING FEA TURES 


No part of a barrow receives as hard coum a ging Sree totter eet ili 
abuse as does the wheel — bumped Malleable iron brackets Handles clamped—not bolted 
over rocks, jammed against walls, char3- Smooth wheel face Top of tray reinforced 

ing hoppers — sharp twists and turns br : a Hoong to hub spokes ae ay Sond 

with a-full load. To withstand this se- Fixed rolled steel axle a Extra le} shoes 

vere usage Sterling found that the ordi- “V" front tray braces Wrought iron handle tips 
nary barrow wheel was not strong All parts interchangeable 

enough. In the Sterling wheel you will 

find a specially engineered idea. The 

wheel has “10 spokes” instead of the 

usual 8. The spokes are riveted and 

shouldered to the tire and cast to a 

wrought steel hub. The wheel is equip- 

ped with self-lubricating bearings, no 

oil service ever needed. The wheel 

and bearings revolve on a round, cold 

rolled steel shaft, not an ordinary bolt, 

which is keyed in a statiénary position, 

by means of split pins, to malleable 

iron brackets— can’t bind. 





Compare this construction and 
you will quickly see why more 
contractors use Sterlings than 
any others. Sell your trade 
this advantage. 


It is both ethical and 
what is Sage for. 


i proposition — 

' discounts— good profit — extra “ama 

national advertising. Write for facts 
today. service from coms 
or branch warehouses at 
New York, Philadelphia, Pittsburgh, 
Cleveland, Detroit, St. Louis. 


2 


STERL: TAI? VAIHRETR AP RAMI COMPANY 
LIV Jt LULLUALIW W UII 


ilwauke os 1 «4 Wisconsin 




















Good Wrench for Big Pipe 


A special wrench for big. pipe is being 
manufactured by The Ridge Tool Co., 
Elyria, Ohio. The new Rigid Super-Six 
is said to have 14 times the leverage of a 
48 inch pipe wrench and is much easier 
to handle. 

The Super-Six wrench with a 2 to 6 
inch pipe capacity consists of a trunnion 
with teeth and chain grip. A housing is 





connected to a special handle no longer 
than a 36 inch pipe wrench. The trunnion 
and wrench are separate, for the trunnion 
is fastened onto the pipe and the jaw of 
the wrench is placed on the fitting or pipe 
and the hole in the handle slips on the 
trunnion. The hook, heel, trunnion and 
wrench links are made from heat treated 
steel. 

This wrench can work in close quarters 
as it has a short handle and short turning 
movement. The company states that one 
man can tighten a 6 inch pipe without 
help and can loosen rusted joints that have 
defied three men with a 48 inch wrench. 


‘Ray Jumbo Floor Machine 


The Fay Company, Trow Building, 11 
East Thirty-first Street, New York City, 
is. manufacturing a floor machine which 
will complete a number of operations, in- 








cluding scrubbing, waxing, polishing lino- | 


leum, tile, cork and wood floors as well 
as refinishing, and other work on other 
surfaces. 

The Jumbo model is constructed of 
high-grade, finely machined aluminum cast- 
ings. A standard horizontal motor de- 
livers twice the amount of power neces- 
sary to operate the machine, by simple 
gear reduction. The Jumbo model has 
very large gear size and oversized bear- 


ings. 
The entire weight of the machine is 
120 lb. in operation, and is supported by 


special thrust ball bearing 6% in. in diam- 
eter. This relieves the maghine of undue 
friction, and the full power of the motor 
is delivered to the brush. All wearing 
parts are supplied with lubrication from 
outside Alemite fittings. 

The machine has a specially designed 
handle, on which there is the operating 
switch and éable arm. The handle can be 
adjusted to suit the height of the operator, 
providing comfortable operation. 

The foltowing attachments are furnished 
with the machine: Steel wire brush for 
scrubbing concrete, marble, etc.; Bassine 
fiber brush, for scrubbing wood, linoleum, 
etc.; Bassine fiber waxing brush for 
spreading wax evenly; Tampico polishing 
brush for polishing wood, linoleum, cork ; 
sandpaper disk for wood floors; steel wire 
refinishing brush for removing old coats 
of paint, shellac and varnish, and a car- 
borundum disk for grinding terrazzo and 
marble floors. 





Puritan Pressure-Gas Range 


Perfection Stove Co., Cleveland, Ohio, 
has added to its line of liquid fuel stoves 
an “attractive white, full porcelain enameled 














‘ange, known as the Puritan pressure- 
gas range. It is one of the eight models 
of the pressure-gas type using gasoline 
for fuel. 

The range illustrated has a built-in oven 
and a built-in broiler under the oven. It 
is equipped with two generators, one for 
the two front burners of the cooking top 
and the burner which serves both the oven 
and -the broiler, and another generator for 
the two rear cooking top burners. 
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Schrader Athletic Ball Gage 


A new gage for testing the pressure 
in inflated athletic balls has recently been 
placed on the market by A. Schrader’s 
Son, Inc., Brooklyn, N. Y. Because of 
the unique manner of construction, it is 
possible to determine with this new gage 
the true pressure within the ball, rather 
than the impact pressure of the pump. 
The air passes directly from the pump 
hose, through the foot of the Schrader 
gage and thence into the ball: When it 
is desired to test the pressure, the gage 
is pressed down. This opens a check 
valve and allows the free passage of air 
from the ball into the air chamber of 
the gage. The air pushes out the indi- 
cator, which remains in position until 
pushed back. : 





PAT’D 4-4, 5-2-1916, 5-15-1917 
*11-25-1919, 1-25-1921, 4-10-1923* 


The use of such a gage as this provides 
against over and under inflation of the 
ball, which is very important in all ath- 
letic contests. The gage is sturdily con- 
structed and has no delicate mechanism 
to get out of order. 





Savage Health Motor 


Savage Arms Corp., Utica, N. Y., is 
manufacturing the Savage Health Motor, 
which is being distributed by Savage Prod- 
ucts Distributing ‘Corp., 100 East Forty- 
second Street}’New York City. 

The Health Motor has been designed 
to administer a vibrating, manipulating 
massage by a specially designed motive 
force actuated by a small electric motor. 
The results obtained from this manipu- 
lating and vibrating massage are said to 
tone the system, maintain proper circula- 
tion, and to reduce superfluous flash. 

There are no pulleys, belts, or gears 
to the Health Motor, which operates as 
smoothJy and silently as an electric fan. 
An attractive carrying case is provided, 
so that the device can be easily moved 
from home to office, etc. It can be set up 
and used anywhere, on a table, chair, win- 
dow recess—wherever an electric lamp 
socket is available. 
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A TYPICAL 3-DOOR APPLICATION 








Circle shows Catch which 
greatly simplifies opera- 
tion of doors. This Catch 
is standard _ equipment 
with all No. 40 Hangers 
and is an exclusive Frantz 
Feature. 











Note. the patented tele- 


For Light Weight ena 





scoping joint that greatly 
simplifies the erection of 


“Rollaway” Track and 
eliminates the necessity 
of, joint brackets. 










? 





Door Hangers and Tracks 
In All Styles and Sizes. 
Garage Door Fixtures 
In All Styles and Sizes. 
Door Latches. 
Foot and Chain Bolts. 
Door Holders. 







No Hardware is Genuine FRANTZ QUALITY Without the Red Label 





Only the FRANTZ 40 
“E-Z” GARAGE SET 
Has All These Features 


1 









No blocking or hanging of brackets necessary 
as track fastens flat on header and swivel bolt 
construction permits doors to fold flat against 
the front wall, clear of the opening. 






fs Quick and Easy installation. 





3 Track construction prevents hanger jumping 
off. Made of open hearth, rust-resisting steel 
—it withstands severest weather conditions. 

Wheel tread shaped to minimize friction. 












4 Hanger especially adapted to light weight 
doors. Patented catch makes it impossible for 
swivel bolt to engage improperly when door is 
being closed. Wheels are provided with roller 
bearings, insuring strength and ease of oper- 
ation. 














5 Packed complete as 2 and 3 door Sets in 
strong, fibre carton with necessary butts, 
latch, foot bolt and socket wrench. Also end ' 
stops and lag screws for track. 







6 Product of Proven quality and reliability 
—priced right for quick turnover and good 
profit. 


Three Sets Meet Every Need 


With only three numbers—the 40, 50 and 60—you 
can meet every requirement for the three standard 
weights of garage doors. This reduces cost of 
stocking to a minimym and insures maximum 
profit. 

















Write for complete details, prices, etc., on the fast 
selling No. 40, 50 and 60 EZ Sets. The sooner you 
stock them the sooner you will cash in to the full- 
est extent on this ever increasing, profitable Garage . 
Set business. 















FRANTZ MANUFACTURING CO. 


Dept. H-10 Sterling, Ill. 








Butts, Hasps. 
Strap and Tee Hinges. 
Ornamental Hinges. 
Screen Door Sets. 
Plated-Finish Hardware. 
Cupboard Catches. 
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Hot of the Nail Ke 


Little yarns that others have laughed 


over 


contemporary puts it: 
have been copied, the rest will be.” 


Pat Murphy was taking his first flight! | 
in an airplane. The pilot was taking him | 
over New York City. When they were up | 
about 3000 feet the plane suddenly went | 
into a nose-dive. “Ha, ha,” laughed the | 
pilot, shouting to Pat. “I'll bet 50 per | 
cent of the people down there thought we 
were falling.” 

“Sure,” admitted Pat, “and I'll bet 50 | 
per cent of the people up here thought so 
too.” 

The first sound was an_ ear-splitting 
crash, followed by a roar similar to that 
of a Niagara falling on a sheet of brass. 
Mingled with it was the thud of falling 
objects, an unearthly scream, a_ hideous | 
grating sound, a death rattle, and a jangle 
of copper roofing. The noise grew into a 
bedlam. There were sounds like the ex- 
piring agonies of giants in a sea of broken | 
glass. 

“Isn’t the music heavenly,’ | 
eater to the flapper. “May I have the next 
dance?” 





said the cake | 





Jones (venturing out for the first time 
in his new car)—“Don't talk for a few 
minutes, my dear; here is a telegraph post 
coming.” 


“Didn’t I see you going down the street 
the other day with an apple in your hand?” 

“Quite so, old chap. I was going to call 
on the doctor’s wife.” 





Williams: “How did Harper happen to 
lose control of his car at the railroad 
crossing ?” 

Hunt : “‘He’s the kind of a man who al- 
ways drops everything when the whistle 
blows.” 





“What is an indirect lighting system?” 
“Tt is where a fellow gets ‘lit up’ when 
another fellow buys the drinks.” 





‘The office manager had forgotten his 
penknife, and everybody else, it seemed, 
had forgotten theirs. He called Tommy, 
the office boy, who fished from his pocket 
the desired article. 

“How is it, Tommy,” asked the manager, 
“that you alone of my office staff seem 
to have your knife with you when I want 
one?” 

“I suppose,” replied the boy, “it’s because 
I can’t afford more’n one pair of trousers.” 





| estate 


culled from various sources. 


“Some of them 








“I'm all in the dark about how these bills | 


are to be paid,” said Mr. Hardup to his 
wife. 

“Well, Henry,” said she as she pulled out 
a green one and laid it on the top of the 
pile, “you will be if you don’t pay that one, 
for it’s the gas bill.” 

Shop Foreman—“You ain’t one of them 
hlokes wot drops their tools and scoots as 


| soon as the whistle blows, are you?” 


New Man—“‘Not me! Why, I often have 
to wait five minutes after I put me tools 
away before the whistle blows.” 





“Now, little boys and girls,” said the 
Sunday school teacher, “what message do 
we get from the story of Jonah and the 
whale ?” 

“Aw, that’s a cinch,” replied the real 
man’s son. “It’s hard to keep a 
good man down.” 





Half an inch, half an inch, half an inch 
shorter, 

The skirts are the same on mother and 
daughter. 

When the wind blows, each one of them 
shows ; 

Half an inch, half an inch more than she 
oughter. 





“Ah, you have a dog. I thought you 
didn’t like dogs.” 
“Well, I don’t. But my wife picked up 


a lot of dog soap at a bargain sale.” 





“T never knew till I got a car,” said 
Bishop Everton, “that profanity was so 
prevalent.” 

“Do you hear much of it on the road?” 

“Why,” said the Bishop, “nearly every- 
body I bump into swears dreadfully.” 





“Has putting in that lunch counter 
helped your business?” we asked of a local 
druggist. 

“Well, it has tripled the sale of indiges- 
tion tablets,” he replied. 





Customer—“I was told to buy either a 
casserole or a camisole and I can’t remem- 
ber which.” 

Clerk—“Ah! 


alive !” 


Is the chicken dead or 








Another important question confronting 
us today is what ‘to do with cross word 
puzzles after they are solved. 





“You simply can’t find a maid who is 
honest. That one you recommended just 
left suddenly and took with her nine of 
my towels.” 

“What kind were they ?” 

“They were those Pullman towels which 
I brought back from my trip.” 





“Give me a large rat trap in a hurry,” 
said the breathless lady in a hardware 
store, “I want to catch the next car.” 

“I’m sorry,” replied the young man, 
“but we haven’t any large enough to catch 
a street car.” ; 





“Where is Bill taking the car?” 

“He’s going to a matinee.” 

“There isn’t any matinee until tomor- 
row.” 

“Well, he’s got to find a place to park, 
hasn’t he?” 





“Why don’t you get out and hustle? 
Hard work never killed anybody,” re- 
marked the philosophical gentleman to 
whom Rastus applied for a little charity. 

“You'ee mistaken dar, boss,” replied 
Rastus. “I’se lost four wives dat way.” 





“Hey, Bill,” the electrician called down 
to his assistant, “grab hold of one of those 
wires.” 

“All right,” said Bill, “I got one.” 

“Feel anything?” 

“Nope.” 
“Good. 
Don’t touch the other one. 

volts in it."—Ex, 


I wasn’t sure which was which. 
It’s got 6600 





An artist had just completed painting 
“Daybreak,” ‘a picture of the palatial 
dwelling of his millionaire client as it 
looked at dawn. : 

“It’s correct in every detail except one,” 
said the owner critically. 

“What is that?” asked the artist. 

“My son should be trying to fit his key 
in the front door.” 





“George,” said his mother-in-law. “I 
saw you coming out of a barroom yester- 
day.” 

“Yes,” answered George, “I had to catch 
a train.” 
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#4) Hardware Store | 
"i" EQUIPMENT 








































STORES, DISPLAYS and 
SELLS your stock 


UPTON fixtures “‘say it with dollars.” Merchants who 
have installed this modern steel equipment are daily 
proving its superior storage and display value. Lupton 
Steel Equipment makes a store attractive in appear- 
ance, and it sells more goods, too! 


Lupton Display Cabinets and Shelving for along the 
walls, Lupton Steel Display Tables for selling special- 
ties from the floor—all are in accord with latest rec- 
ommendations of your Hardware Retailers’ Associ- 
ation—and all give you the cleanliness, perma- 
nenceand space-saving qualityofsteel equipment 
as well. You can install a few units of Lupton 
Equipment now and add as you need. 


Without obligation to you, we will be 
glad to send a man to give you more 
detailed information. Write today. 


DAVID LUPTON’S SONS CO. 
2211 E. ALLEGHENY AVE. 
PHILADELPHIA, PA. 








: yy 3 . 


Lupton Steel Equipment instalied by Huxsoll &£ Thuermer, Aurora, Indiana 
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New deluxe 


CMIRKO 


4-piece Set 


retails for 


$17.15! 












THE HEAVY CoveR.A. 
FITS THE GROOvE.B. 
AND KEEPS THE VAPOR IN 














4-Piece Set 


No. 7690-M Cooker (10 qt.) 

(with rack and 3 inset pans) 
No. 60414-M Dutch Oven (41/-qt.) 
No. 620-M Covered Skillet (105¢-in. dia.) 
No. 683-M Covered Pan (3-qt.) 


a 





Fo ip tana x 
ERE is @né of the finest combination sets that any dealer 
-ever offered to his customers. It comprises four of the |; 
newest, most wanted articles in the whole Mirro line—with 
Vapo-Seal covers; made of super-thick aluminum; scientifi- 


cally designed for cooking with little or no water. 


Think of being able to retail four such superb utensils for 
“‘Besiy’ $17.15! Compare the price with what the consumer pays for 
Pe . “gome-other makes of heavy aluminum. Don’t you need ware like this to 

enable you to meet and beat all competition and-raise your aluminum 
business to a“higher level of quality and profit? 
You should order at least one of these sets and see for yourself what 
a big demand there is for heavy aluminum at sensible prices. A fine big 
poster in colors comes with every set to help you sell. Why not send us -.. 
> an order, just on our say-so that the price will allow you a full-sized profit? 
At any rate, write today for full particulars. 


“SELL BETTER ALuminu™M Goops MANUFACTURING COMPANY 
ALUMINUM” Manitowoc, Wisconsin S ne 
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What a Paint Seller Should Know 
About Lacquer 


(Continued from page 56) 


durability. The camphor used in celluloid is a familiar 
example. Tri-cresyl phosphate is widely used as a 
plasticizer. 


What Plasticizers Are Used In Lacquers? 


Among the plasticizers that have been widely used in 
lacquers are tri-cresyl phtalate, diamyl phytalate, etc. 
Tung oil, and to some extent linseed oil, products have 
been used in lacquers, and they give to the film some 
degree of plasticity. As a rule, however, they do not 
as well with nitrocellulose as the organic plasticizers 
referred to above. Most resins are not plasticizers. 


What Is the Difference Between a Spraying 
Lacquer and a Brushing Lacquer? 


The main physical difference is a slower drying and 
relatively lower solubility for preceding coats, in the 
case of a brushing lacquer. A brushing lacquer may 
be regarded as a compromise between a spraying lacquer 
and an ordinary oil varnish or enamel. 


What Are Lacquer Thinners? 


“Thinners” are proper mixtures of solvents supplied 
with the lacquer to thin the lacquer to working consis- 
tency, to replace evaporation and to clean spray guns, 
brushes, etc. 


Is Lacquer Durable? 


Much furniture, nearly all automobiles and a great 
variety of other familiar products are now finished with 
lacquer. Properly manufactured and properly used, 
lacquer is very durable, but it is capable of manipulation 
and adulteration with disastrous results. 


Are Lacquered Surfaces Readily Marred? 


Pigmented lacquered surfaces are usually remark- 
ably resistant to abrasion or to marring by any agency. 
Clear lacquers on wood generally require the same care 
as varnished surfaces. 


How Are Lacquer Coatings Renewed? 


By first spray-misting the surface with lacquer thin- 
ner, and then refinishing in the usual manner. 


How May a Lacquer Coating Be Removed? 


Lacquer solvents will redissolve the dry coating, and 
some of the varnish removers containing acetone benzol, 
etc., can also be used for the purpose. 


Are Lacquers Suited for Exterior Use? 


On rigid metal surfaces they are very durable, but on 
wood subject to continual expansion and contraction due 
to absorption and evaporation of moisture, they have 
‘ proved less satisfactory. This difficulty will, however, 
probably be overcome by the development of suitable 
sealing primers or by other means. Lacquer itself is 
practically impervious to moisture. 


What Information Should Be Given a Consumer 
When Buying Lacquer? 


Since this is a comparatively new product, and its appli- 
cation and handling are entirely different from the 
familiar procedure with paint and varnish, you should 
familiarize yourself with the literature furnished by the 




















ARCADE TOYS 




















For 
CHILDREN'S DAY 


Sume 16 


CHILDREN TODAY 
ADULTS TOMORROW 


Teach the adults of tommorrow 
the habit of buying from you by 
selling them toys today. 

Children’s Day on June 16th. 
has been set aside to promote all 
year around toy sales. It is your 
opportunity to cultivate the juve- 
nile trade in your community. 

Arcade Toy Lawn Mowers, Jack- 
stones, cast iron wheel toys, and 
doll house furniture will parti- 
cularly please the children. Be sure 
and feature Children’s Day, and 
give your toys a prominent position 
on June 16th. 


ARCADE«: TOYS 


Write us for Catatog--Ask your Jobber for Prices 


ARCADE MANUFACTURING CO, 
FREEPORT, ILLINOIS 
































‘Arcade Mfg Co.: 
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Hardware Dealers 
Are Successful 
With These Refrigerators | 


The hardware trade has handled the Challenge line of re- 
frigerators extensively for many years. It is particularly well 
suited to hardware stores because of the variety and price range 
of the line, the reliability of the product and its extra value 
features. We invite hardware merchants who do not handle 
refrigerators to investigate the Challenge line. Let us explain 
to you how you can get your share of the refrigerator profits 
in your community. Ours is one of the oldest and largest of 
the Michigan refrigerator plants. -Our factories cover 20 acres 
and include our own porcelain department. Write us direct or 
to your jobber. Catalog and full information on request. 





CHALLENGE REFRIGERATOR COMPANY 
Established 1883 





GRAND HAVEN, MICHIGAN 


manufacturer, carefully instruct the buyer in accord- 
ance therewith, and caution him or her to study and 
follow directions. If brushing lacquers are applied 
according to these directions, there is no particular diffi- 
culty in obtaining satisfactory results. Since the odor 
of the volatile ingredients is objectionable to some 
people, it is well to suggest that movable objects be 
lacquered in the open during the process. Further, since 
these volatile ingredients, like the volatile ingredients of 
paint and varnish, are inflammable, the buyer should be 
cautioned against working in a room where there is an 
open flame or fire. 

To repeat, for emphasis: familiarize yourself with 
your goods before you attempt to sell them, and thus 
avoid complaints and trouble. 


Varnish Has Its Tradition 


(Continued from page 57) 


of the brine, or the wind.” And from the Thirteenth 
Century on are found formulas for varnish, through- 
out which time its uses were varied. 

The old masters preserved their beautiful paintings, 
for our edification and admiration, by means of varnish. 
Fine old violins, priceless and almost unpurchasable, so 
rare is their worth, are still in existence, kept in excel- 
lent preservation with varnish. 

A quotation from Caneparius (Venice 1619) illus- 
trates some further uses of varnish. “The sandrac of 
the Arabs is called Dry Vernix. From this and linseed 
oil is made the dark liquid vernix, so well adapted for 
giving luster to pictures and statues. It even adds 
splendor to iron and preserves it from rust.” 

To take a long jump to the present day, varnish finds 
its most popular use in the home, where the appear- 
ance of the floors, and woodwork and furniture are 
improved by several coats of varnish, and their dura- 
bility increased. Used over an especially fine wood, 
certain varnishes allow the grain to show through, and 
add new beauty to the wood. And so the varnish of 
today, so similar in quality to that used through the 
ages, finds equally practical and artistic uses. It is prob- 
ably one of the most important items sold by the hard- 
ware dealer for house painting and decoration, and, no 
doubt, varnish bids fair to make further history for 


itself. 


1 Sale Leads to 4 


(Continued from page 52) 


for this purpose it is not necessary always to display as 
complete a line as under other circumstances. To carry 
and display a fairly complete line requires more display 
space than most hardware merchants have available. 
Used as specialty merchandise, the merchant need only 
sell the small and odd pieces. These are feeders for the ~ 
paint department and in many stores are displayed with 
the paints. If the hardware merchant interests the 
woman in the furniture, he probably will continue to sell 
the paint, no matter where she buys the larger pieces. 
We know of one store that displayed only four pieces 
at a time. This merchant never pretended to handle “a 
line” of furniture. He treated it as a specialty and on 
each order changed the article or design. The magazine 
basket was a fairly regular stock item, but the pattern 
was changed frequently. Book and whatnot shelves 
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were other items. End tables were frequently stocked, 
but not as often as some other articles. 

Recently some manufacturers and jobbers have intro- 
duced a new feature of unpainted furniture in 
“knocked down” or shipped flat articles. This style of 
shipping and packing is used for those articles which 
are easily put together. The smaller pieces can be 
shipped by parcel post and there is little danger of 
breakage. This plan is especially useful to the merchant 
who wants to use the furniture merely as a feature of 
his paint department. 

The transfers now sold for furniture and other deco- 
rations are a far cry from the sort sold as children’s 
playthings years ago. These transfers, properly called 
decalcomanias, cover a wide range of attractive uses. 
They can be easily used to decorate home painted fur- 
niture and by the use of special cement can be used 
successfully on any painted or varnished or lacquered 
surface and on parchment, such as lamp shades, glass, 
celluloid, window shades and oil cloth. There is also a 
line of initial letters suitable for automobile and other 
monograms, which retail as low as 10 cents each. 

Along with these accessories to the household paint 
trade some special display sof household size and shape 
brushes, hand sprays, which make easier some of the dif- 
ficult household painting tasks—such as radiators and 
wicker furniture; step ladders, sponges, washing and 
polishing cloths and other items of that sort. 

The mere fact that many of these articles are dis- 
played in other parts of the store should not cause the 
merchant to hesitate to duplicate his display, at least in 
part, in or near his paint department. It is much easier 
to suggest an added purchase when the merchandise is 
in sight. This paint department display need not include 
the entire line of these articles. Take stepladders, for 
instance. A merchant may stock several sizes of dif- 
ferent quality. It is not necessary to have samples of 
all of these in the paint department. The smaller sizes 
will serve the purpose and the customer who expresses 
interest in a purchase can be taken to the more complete 
display. 

Every salesperson knows how much easier it is to 
take an interested customer to a display than one whose 
interest has not been excited. 


A Sale to Tommy Turps 
(Continued from page 54) 


boss painters are usually at home. At the end of the 
month, when the bills fall due, give them to your sales- 
men to collect. At the same time, he can bring in addi- 
tional orders. Direct-from-factory salesmen work this 
way. Moreover, 50 per cent of their business is the 
result of night calls. 

2—Have someone in attendance at your store at 7 
a. m. during the painting season so that Tommy Turps 
can drop in for supplies on his way to the job. Hard- 
ware dealers catering to this class of trade find that early 
bird sales run into money and reduce delivery expense 
because the painters usually drive to work in trucks or 
cars, 

3—Make quick deliveries when requested, even though 
the order is for but a single item. Wages are high and 
delays are costly. Quick service will kill out of town 
competition. 

4—Check credits closely. 

5—Use an artist’s palette to demonstrate as explained 
here, whether inside or outside soliciting. 








Sure, easy Closing 
.. Of screens 


quickly and quietly. New, exclusive 
4-way adjustment! For any light door. 


Here’s the check that is showing dealers quicker, easier 
profits from screen door check business. Has more 
selling features—ONLY check that will work inside, 
outside or between doors, with or without jamb or cas- 
ing. Ample checking power. 11%4 x 9 
inch barrel. Wrought steel brackets. 
Non-breakable. Gold lacquer finish. 
And, in addition—a new plan produc- 
tive , 


of more sales!—» 


NEW ROSE SELLING PLAN 
bringing dealers amazing vol- 
ume—Puts your screen door to 


















Plan 


condensed 
work for you. pogrom wg 
Meyer of Omaha, — 
increased his Rose check ee 2 ‘ 

- st § 
sales 500% last year Door Check on the front 
with this plan. Others door of your store, so 


are doing even better. your customers must use. 


To use, follow 
steps outlined 
at right. Con- 
vincing to cus- 
tomer. Get these 
easy ROSE 
sales! 


Get FREE, 3-color, water- 
proofed cards we furnish. 
Attach to door frame, 
above handle. 


é 
Customer opens door, reads cards. 
Rose check closing his own door as 
silently and securely. Opening for 
sale is now made. 


Upon entering your store many cus- 
tomers will inquire about this Rose 
. Mention it to those who do 
rot. Point out Rose features. 
FRANK ROSE 


Manufacturing Co. 


Hastings, 
Nebraska. 


Have Rose counter demonstrator 
nearby. (Comes with dozen order 
checks, if you haven’t it.) It shows 
regular Rose check in close-up action. 
Customers try it. Want one. Buy. 
Sales. PROFITS. 





Write Us for Complete Details, or Ask Your Jobber Salesman. 
Start This Plan to Making More Sales for YOU, NOW! 


ee 6 € 
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| 6—Factory-to-consumer peddlers work on 10 per 
| cent commission usually and pay their own expenses. 

Tommy Turps is a quantity purchaser, therefore, a good 
salesman can make an excellent living on this basis. 

7—Follow up all complaints by going out on the job 
yourself or sending your salesmen. In many cases, you 
will find that moisture in the walls, too much suction, 
poor surfacing, dirty brushes snd other reasons will be 
behind the complaint and the only way you can prove 
your case is to go right on the job and get the evidence. 
This will also give you an opportunity to size up the 
stock that Tommy Turps carries because he'll usually 
have a bit of everything on the ground. You can then 
tell if he is making out-of-town purchases and fortified 
with this knowledge you can boost similar products in 
your store when he next calls. 

8—Study the reaction of paint on various kinds of 
plaster and plaster compositions, also on wood and metal. 


A New Wr ought Brass Lock Set Then again, it will pay to read some good paint books on 


in the Colonial School this subject so that you can talk intelligently to Tommy 
Turps. If anything goes wrong, he will blame your 


paint every time unless you have the right come-back, 
No. 3702 but once show him that you know your paints as well 
as he and you'll gain his confidence. 

9—Know your own paint. Have the formula on the 
can translated or if possible, find out what the basic 






































Lock—6x334x34" | ingredients are so that you can talk intelligently on its 
/ contents. Such sales lectures beget confidence and make 
sales. 

10—Encourage Tommy Turps to read the instructions 
Outside Escutcheon on a paint container. All paints are constructed different- 
Plate—101%4x3” | ly, yet, some painters will “doctor” them all with the 
| same concoctions. Tommy Turps once complained to a 
| hardware dealer in New Jersey about the inside flat he 
bought and when questioned, admitted that he put 

Inside Escutcheon kerosene in it. 


“Why, I drop a cup of kerosene in every five gallon 
can of flat I buy,” blustered Tommy, “and I never had 
any trouble before. It makes the flat work easier.” 

And while a cup of kerosene may not have seriously 
gidiise se harmed his other flats, nevertheless, it provided just the 
Knobs—2/2x2% chemical action to spoil a job when he used it in the 
| brand bought from this dealer. Tommy Turps and his 
| men should be warned not to disregard instructions on a 
| paint can. They are put there by experts who know 
_ what will bring the best results under normal painting 

conditions. . 

Then too, if you are selling paint without complete 


Plate—834x234” 


Made of unusually 
heavy metal. Regular 








“i Finish — Dull Brass. ; 3 : _ Pe ‘ 
instructions on the containers, it is wise to consult the 
List Price, $11.50 each manufacturers for this information so that you can pass 
° it to your customers. It will also pay you to have printed 
On request—A booklet showing assortment of Eagle circulars with informative data regarding bleeding wood, 
entrance door lock sets. | green lumber, moisture in walls and other phenomena 
| that should be watched carefully in connection with the 
The Eagle Quality Line application of paint. 
: | And now we'll end this tale of Tommy Turps with a 
Night Latches Front Door Sets | bit of advice: 
Cabinet Locks Store Door Sets | Put sufficient sales effort behind your paint products 
Trunk Locks Padlocks | and out-of-town competition will never bother you. 


Wood Screws 
The American Worker’s Backing 
The Hon. A. B. Houghton, American Ambassador to 


Eagle Lock Co. | the Court of St. James, says that Great Britain, search- 
General Sales Office | ing for the secret of the industrial prosperity of the 
United. States, has discovered that each worker in 


enone. eat.or,26 Warren Street, New York g.mu,s.pat.or. . ‘ : 4 
i OER SG a aS | America is backed by $6,000 in capital. That means, 
177-179 N. Franklin St. Chicago, I. | roughly, that each man has at his service the equivalent 
114 Bedford Street, Boston, Mass | of four horsepower. It is this abundant capital backing 
ee eee ee ' that gives the American worker the edge on the rest of 


| the world. 
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My Old Apple Tree 


(Continued from page 43) 


second year.” Now, some time in the years past, some- 
body had grafted two trees so that one of them would 
produce each year. All this to me was very interesting 
because I don’t know much about trees. Then the boys 
went to work on this old apple tree and they dug out 
all the rotten wood just like a dentist working on a 
decayed tooth. Then when they had got down to the 
new living wood they carefully put some preparation 
that looked like tar in the great wound in the side of 
the tree and this cut was carefully filled with cement. 
The branches that were almost ready to fall were braced 
up with steel bars and heavy wires. When my poor 
old tree was finished I almost wept. It must be a ter- 
rible thing to have a solid block of cement in your heart! 
I was almost sorry that I had had these tree surgeons 
“make a lady out of Lizzie.” 

Then they dug holes in the ground in a circle all 
around my tree. Into these holes they placed some 
special kind of fertilizer. This fertilizer must have been 
good because when the grass grew in the spring it stood 
up in high bunches where these holes had been. This 
circle of bunches of grass all around the tree certainly 
did look queer, but as time passed the bark on the old 
apple tree grew over the edges of the cement and when 
the month of May came how this dear old tree did 
blossom! It just nearly split its side open with its 
blooming. When I stood and looked at this tree I 
seemed to feel that the tree was expressing its grati- 
tude with its blossoms, for the new lease of life we had 
given it. Now I am looking forward to the time when 
this old tree will shake its blossoms all over the marble- 
topped well, with its figures from the Temple of 
Dionysos. 

The world bursts into blossoms year after year— 
everlastingly. 

But all the old gods are dead. Where is the grave 
Apollo? Where is the joyous Dionysos? The wind 
has blown them all away. And Seti and Ra, they, too 
are gone. Baal has fallen down and there are none to 
worship. 

But smiling Spring is here and laughs at the old gods. 





W. R. Kendall Offers Information 
~ On Credit Organization 


Harpware~Ai@m has received the following letter 
from W. R. Kendall of the Stewart Bros. Hardware 
Co., 86 North Main Street, Memphis, Tenn., whose 
article about “Conducting Retail Credit Associations” 
appeared in the May 3 issue: “I am gratified to know 
that the Harpware AcE thought my article on ‘Con- 
ducting Retail Credit Associations’ of sufficient interest 
to the trade to publish it in full, exactly as written, in 
the May 3 issue. 

“I sincerely hope that this article may prove of bene- 
fit to some of your readers and I would be pleased to 
give any interested parties complete information as to 
how to organize and the benefits that will accrue to 
them through having an organization of this character 
in their city.” 





| 





—_—————— 











Here is an angle 

of our mower 
expressed in the words 
of a buyer= 


“One of the outstanding features of this 
mower is the single set screw adjustment, 
enabling the average schoolboy to quickly set 
the wiper reel in perfect alignment with the 
cutting knife. This feature should be empha- 
sized, as many good mowers have been ruined 
by a complicated adjustment which could only 
be properly handled by a skilled mechanic.” 


This simple adjustment feature used only on 
Clarinda Lawn Mowers is helping Jobbers estab- 
lish good business relations with Dealers who 
seek something different and better in lawn 
mower construction. 


We have a splendid proposition for Jobbers 
who appreciate real selling points plus advan- 
tageous co-operation from the manufacturer. 






Some of 

the features 

Patented 

Blade Adjustment 

Adjustable Ball 

Bearings 

Self-Sharpening 

Specially Tool 

Tempered Knives 

Double Cross 

Bars 

Simplicity oo the Clarinda Patented 

de Adjustment, you hav. 
Throughout only a single set -screw e 
: turn — no counterbalancing 

Not high screw to tighten or loosen as 
Z in the case of the ordinary four 

priced screw type. Adjustment uv, quickly 


made with a common wrench. 


Manufactured by 


Clarinda Manufacturing Co. 
Clarinda, Iowa 
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Style No. 517 


SHERMAN 


Lawn Faucet 


Pattern shown is one of our best sellers. It meets 
every demand for a neat appearing, thoroughly 
practical Lawn Faucet at a very low price. 


It has a large waterway permitting a big volume 
of water, and is made very strong and durable 
to give lasting service. 

Backed by the oldest -and largest manufacturers 
of garden hose wrought brass fittings in the coun- 
try. Our line has given complete satisfaction for 
32 years. 


We can supply anything in the Garden Hose 
Accessory Line. 


Sold Through Jobbers 


H. B. SHERMAN MEG. CO. 
BATTLE CREEK, MICH. 














Absolutely Necessary 
To Your Business 


Whether your store is lo- 
cated on the main business 
thoroughfare of a large city 
or in a rural district—you 
must have signs, window 
streamers and price tickets 
if you want sales. And 
the Sten- 
cilor offers 
you the 
quick- 
est and 
most eco- 
nomi - 
cal method 
of making 

look- 
ing display 
cards. 
Send for 
prices, de- 
tailed de- 
scrip- 
tion, and samples of work done on this “miniature sign shop.” 
You’ll do more business if you display your stock with “price 
tickets, show cards and signs made up to the minute with the 
Stencilor. The Stencilor is standard equipment with chain stores 
and others. 














Attach this coupon to your firm letterhead 
DISPLAY MATERIAL CO., 

774 Grand Ave., St. Paul, Minn. 
Eastern Agents: Display Material Co., 191 Pearl St., N. Y. 
Canadian Agents: Display Card Co., Ltd., Brockville, Ont. 

Send to your nearest office—Please send me without 
obligation a copy of your book “How to Make Signs!” 














UN. an ceaa CO hs esacotos cic eeanneeee Riduchtuvtaen ee as 








Mummy Hunters Prepare for Siberia 


Here are the two leaders of the forthcoming Stoll- 
McCracken Siberian-Arctic Expedition. Harold Mc- 
Cracken, of the American Museum of Natural History, 





is on the left and Charles H. Stoll on the right. They 
are planning a trip to the Arctic in search of mummies, 
said to be in the deep caverns of the Aleutian Islands. 

The explorers are shown examining the 1000-foot 
beam Eveready flashlights, which they will use to peer 
into the deep caves. 


Eagle Lock’s Padlock Display Panels 


Eagle Lock Co., 26 Warren Street, New York City, has 
placed on the market two new steel panels containing padlocks 
that are particularly suitable for the automobile owner. Each 
panel contains 12 padlocks, two each of six styles and is equipped 





with an easel for standing on counter or show case. A label is 
pasted on the back of each panel, showing illustrations of the 
locks, with suggested retail prices. 

No. 26502 illustrated, covers padlocks from the warded to pin 
tumbler styles. No. 26501 contains padlocks selling at a slightly 
lower price. 
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The Man Behind the Counter 


(Continued from page 50) 


Speaking of glorified peddlers, there was “Handker- 
chief Jack,” who used to come around regularly and 
load us all up with cheap cotton handkerchiefs worth 
perhaps five cents apiece. 

He would burst in through the door with a great pile 
of handkerchiefs over his arm. Walking right up to 
the most likely looking prospect in sight he would start 
right in: “How are you, brother? How many handker- 








chiefs do you need today? Here’s the greatest hand- 
kerchief bargain you ever saw. Four of these fine, soft 
handkerchiefs for a dollar ; only twenty-five cents apiece.” 
And without waiting to see what the reaction would be, 
he throws four of them over your arm or shoulder, or 
lays them on your knee; anyway and anywhere to get a 
starting point. Then he .would go on rapidly, “and 
here’s one for your father and one for your mother and 
one for your grandfather and one for your grandmother 
and one for the wife and one for the boy and one for 
the girl and one for the hired man and one for the hired 
girl and a couple of extra ones in case you have com- 
pany, and you get them all for one dollar.” 

The rapid fire system couldn’t help holding your in- 
terest and you couldn’t get out from under the pile of 
handkerchiefs. You might buy or you might not. The 
chances were that he could pick prospects who would 
be very likely to buy, thinking they were getting three 
or four dollars’ worth for a dollar. Is that sort of sales- 
manship to be recommended for a hardware store? I 
think not, but it shows what can be done with a certain 
type of customer by sheer volume of talk and an im- 
pressive showing. of goods. You don’t see that sort of 
selling any more but it had its lesson, just as the work 
of any street corner salesman has. 


Just Foolishness 


F George says to John “How much did you get for 

. your cow?” and John says “$100” and George goes 
home and hangs a sign on his cow’s horn reading “For 
Sale $100,” no law has been violated. But if George 
and John sit down and agree that $100 is a fair price 
for the cows, the Federal Trade Commission or the 
Department of Justice or the Department for the En- 
forcement of Technicalities are liable to get them under 
the Sherman Anti-Trust Act. 








aD 
NEW No. 250 E SET 


with 
COLONIAL TYPE ESCUTCHEONS 
Why this set appeals to Home Builders 





















1. A beautiful 
sparkling knob, 
2%" octagon, 
specie] Ilco sil- 
vering process. 








2. An impres- 
sively designed 
escutcheon plate. 













3. Less screws, 
less time taken 
to install. 







4. Due to the 
position of the 
screw _ holes, 
longer screws 
can be used, 
offering greater 
stability. 


















5. Our stand- 
ard No. 250 
Mortise Lock. 


6. Priced right 
—allow us an 
opportunity to 
quote on your 
requirements. 


QQDINDEPENDENTIOCK€0,d> 
Fitchburg, Mass., U. S. A. 
Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 


Knob Sets, Key Blanks, Auto Switch Keys, Hardware 
Specialties, Key Cutting Machines, Etc. 






























































Our No. 11 Series of Our 
Peerless Folding Furniture 





Here’s. a popular number and a jim-dandy good seller for home or 
camp. The PEERLESS Reclining Chair—adjustable to four positions and 
folds flat. Extra quality stripe duck, put on double in endless piece. 
No. 11-F—with arms and footrest; 11-A—with arms but not footrest; 
No. 11—without arms or footrest. In colors. Reap in the profits. 
Send for samples or assortment. 



















—and consider No. 35 








These are those comfortable duck folding chairs with back and arm 
rests. Wonderful sellers for porch, lawn, club, motorboat, camp, ete. 
Can be folded in two ways. Alive with color—both frame and cover, in 
combinations of stripes. With or without fringe. Sell on sight. Send 
for samples or assortment. 
















Warehouses in principal cities. 
Write us. 


Tucker Duck & Rubber Co. 

Manufacturers Fort Smith, Arkansas 

Su ene ae sae wee ee ee TB eS SS SS SS a oe 

TUCKER—Fort Smith, Ark. D-12 
Send Samples and Prices 

( No. 11 Reclining Peerless (J No. 35 Peerless 


We make those famous TUCKER 
"WAY all-wood folding chairs. 
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LIBERTY The rapidity with 
All Metal Fly Screen irouses ae going up 


Bi all over the country, 











is one reason why the 
market for adjustable, 
all metal LIBERTY 
Fly Screens is con- 
stantly widening. 
They look well, and 
last well. 

Retail at: Galv. Wire, 85c. 
to $1.50; Bronze Wire, 
$1.25 to $2.00. 


Buy from 
» YourJobber 














1140 B’way 
New York 











y =e 











QUALITY WITH LOW PRICE! 


ee TURBINE 
CLIMAX LAWN SPRINKLER 


Can be retailed at $1.25 with a 
good’ margin of profit. Fast 







seller. Green lacquered 
cast iron body and 
base. Aluminum 


water wheel. 
Water lubricated. 
Write for prices and details. 


The Hamilton Metal Products Co. 
Dept. A, Hamilton, Ohio 








SHARK BRAND CHISELS 
FULLY GUARANTEED 


Because of their reputation as dependable 
tools, sell with little effort, which means 
sure profits to you. Shark Brand Chisels 
are produced from the finest Swedish 
charcoal steel, are sturdy and well made 
and craftsmen and lovers of good tools 
appreciate their quality. 

Butt Beveled Edge, 









Regular Beveled Edge, 
Socket Chisels. 
We carry a full line of 
ae SWEDISH Made TOOLS and HARDWARE 
E. A. Berg Order from your jobber today, or write 
Manufac- 
Co., SCANDINAVIAN WESTERN 
Led. IMPORTING CO., Ltd. 


107-109 Lafayette St., New York, N.Y. 
Minneapolis, Minn., Montreal, Can., 
Seattle, “Wash. 











STUDEBAKER: 


deliver 'Y cars, 1/2-ton and 3/4-ton capacity 
are powered with the Erskine and Dictator 
motors, both of which hold stock car records 
for stamina and speed in their respective price 
classes. This is your guarantee of long, de- 
pendable performance—it indicates the extra 
measure of value which is evident to every 
buyer who investigates before he buys. 


Prices from $795 to $1195 {22., 
















The Studebaker Corporation of 
America 
South Bend, Indiana 







Coming Hardware 
Conventions 


AMERICAN STEEL AND HEAvy HARDWARE ASSOCIA- 
TION CONVENTION, Copley-Plaza Hotel, Boston, Mass., 
May 22, 23, 24, 1928. Benjamin R. Sackett, secretary- 
treasurer, 503 Arch Street. Philadelphia, Pa. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
tion, Charleston, S. C., June 5, 6, 7, 1928. Arthur R. 
Craig, secretary-treasurer, 804-806 Commercial Bank 
Building, Charlotte, N. C. 


LouIsIANA RETAIL HARDWARE IMPLEMENT AsSO- 
CIATION CONVENTION AND EXHIBITION, New Iberia, 
June 4, 5, 6, 1928. S. H. Sale, secretary, Shreveport. 


MississipPI RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Edwards Hotel, Jackson, 
June 12. 13, 1928. Guy Nason, secretary, Starkville. 


MINNESOTA RETAIL HARDWARE ASSOCIATION COoN- 
VENTION, Feb. 19, 20, 21, 22, 1929. Place to be de- 
cided later. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 


NATIONAL RetTaiL HARDWARE ASSOCIATION COoN- 
GRESS, Boston, Mass., week of June 25, 1928. H. P. 
Sheets, secretary-treasurer, 130 E. Washington Street, 
Indianapolis, Ind. 


North Dakota Retait HARDWARE ASSOCIATION 
CONVENTION AND ExuHIBiTION, Feb. 12, 13, 14, 1929. 
Place of meeting to be decided later. C. N. Barnes, 
secretary, Grand Forks. 


SoutH Dakota RetaiL HarDWwarRE ASSOCIATION 
ConvENTION, Sioux Falls, Feb. 5. 6. 7, 1929. Chas. 
H. Casey, manager, Nicollet at Twenty-fourth Street, 
Minneapolis, Minn. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
AssociaTIon, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition, Atlanta, Ga., 
May 22, 23, 24, 1928. “Walter Harlan, secretary, 701 
Grand Theater Building, Atlanta, Ga. 


Chanson Soft Faced Hammer 


A soft faced hammer, designed for use 
by mechanics, machinists, electricians, 
plumbers and others, is being placed on 
the market by the Chanson Division of 
the Illinois Iron and Bolt Co., Carpenters- 
ville, Il. The hammer is made to use on 
delicate machine parts, such as gears and 
sprockets which might be injured by a 
blow from an ordinary hammer. 

The feature of the tool is in the plugs 
of copper, steel or babbit which fit into 
the hard steel body of the hammer head. 
These plugs are accurately machined to a 
pressed fit but can be turned or replaced 
so that the hammer will not lose its bal- 
ance through use. 

The hammer may be obtained in seven 
models and five sizes, ranging in weight 
from three-quarters of a pound to eight 
pounds. 
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YERS 


SELEOILING DEEP WELL 


The advantages of 

Myers Self-Oiling Deep 

Well Water Systems are so 

striking, so common sense 

and convincing that those who con- 

template power water facilities for 

their home or farm, or for any other 

service, are quick to recognize and 
accept them on their own merits. 


They open new fields for water sys- 
tem business. This being true, it nat- 
urally follows that the returns are 
more satisfactory. 


There’s a Myers Self-Oiling Water 
System for any purpose up to ten 
thousand gallons per hour. Investi- 
gate this popular and complete money 
making line today. 


Write or wire. 


me F.E. MYERS & BRO.¢o. 
_ ASHLAND, OHIO, 


Of MYERS HONOR-BILT PUMPS for Every 
WATER SYSTEMS-Tay end GRAIN UN Pai cans. an we -FACTORY end 


Take ff Hat— 
a 
ss 





PUMPS-WATER MY E ERS 2. HANGERS 











Allith- a 


In the 


SPRING 


—the housewives’ fancy always turns to thoughts 
of flies. But just because they are called 
SPRING hinges is no reason we all can’t sell 
these in the Summer—and Fall and Winter, too, 
for that matter. 








How about gates, storm, coal room, fruit cellar 
and attic doors?—lavatory and wash rooms in 
public buildings?—in fact, on anything that 


swings? 


Take-Apart Adjustable Hinge 


Its trim appearance and popular price help sell it but 
downright satisfaction keeps it sold. Order your sea- 
son’s stock now. 


The KING Take-Apart Adjustable Hinge is made in 
four types—full and half surface, ball and plain tip. 
Simple, strong, all-steel construction insures long life 
and freedom from ordinary hinge troubles. The oil 
tempered steel spring is easily and quickly adjusted to 
the right tension for any door. The Take-Apart fea- 
ture allows the door to be taken down at the end of 
the season without removing any screws. 


Like all A-P products, King hinges are packed in 
excellent cartons that save shelf space and prevent lost 
parts. Easily packed for reshipment to customers. 











Allith- Pieaty Coiagany 


Danville, Illinois 


Manufacturers of 
Spring Hinges 
Overhead Carriers 


Rolling Ladders 


Garage Door Hardware 
Door Hangers 


Fire Door Hardware 
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The harder the quality of 
steel used in making nails 
the better they are + + + and 
this fact accounts for the 
outstanding superiority of 
American Steel & Wire 
Company’s nails. 

Examine one of our nails. 
Note its clean, sharp point, 
the firm set head show- 
ing ample metal, the well 
punched barbing, the ac- 
curate gauge, and above all 
test that which does not 
appear at first glance—the 
great strength of the steel 
that holds straight in driv- 


ing according to the work 
for which intended. 


American Steel & Wire Co. 











CHICAGO - 208 So. Le Balle Street SALT LAKE CITY Walker Bank Bidg. 
VYELAND eller - 8 8t 





Cc Rocket Building NKW YORK 0 Chureh 
DETROIT rst Street BOSTON - - - - - Statler Bldg. 
CINCINNATI | - _ Union Trust Building PITTSBURGH - Pri 
JEAPOLIS—ST. PAUL ELPHIA - Widener Building 
Merchants Nat'l Bank Bldg.” 8t Paul ATLANTA - - 101 Marietta 
st. LOUIS - - live Street WORCESTER - - 94 Grove Street 
ST AAn CITY = 417 Grend Avenes BALTIMORE - 32, So. Charles St 
OKLAHOMA CITY FFALO - - 670 Ellicott Street 
ssarecmin " Get eee Bee WILEES BARRE ere es 
BIRMINGHA 4 
MEMPHIS. - s pianiers Bank Bide. *PORTLAND >. 191 Nicolet Ot 
- Union - 
DALLAS Praetorian Building “SEATTLE 4th Ave. So. & Conn. St. 


DENVER First National Bank Bid. *United States Steel Products Co. 








Paint | Story 


HARDWARE 
AGE 


Hardware Age is read every week by 
merchants who are always ready to give 
a likely product a trial. One of the 
reasons why these men read Hardware 
Age is to keep in touch with what is 
being offered by manufacturers. 


Tell them your Story and keep on telling 
it. You'll meet with a response that will 
prove to be profitable. 
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The builder who ts 
proud of his houses 


uses GRIFFIN : 


Butts and Hinges 


| 











This 
Big Capacity 


SAIL-CAN 
only 


19 x, 
ME 


~~ 


For durability, attractiveness and large capac- 
ity, no indoor refuse receiver can touch the 3! 
gallon Sani-Can. Made of first quality materials, 
finished in durable baked enamel in a choice of 
six popular colors, with the generous 3 gallon 
inner container, this Sani-Can is only $19 per 
dozen, f.o.b., Dunkirk, to dealers. 


Beats Similar Containers 
at Every Point 


Sani-Can sells better than its competitors for 
two main reasons: 


(1) because it holds more than any 
container competing in price, 

(2) because you can afford to sell it 
cheaper since it costs you less 
than others. 


Send at once for an assortment in the attrac- 

» tive colors in whieh Sani-Can comes, viz., delft 

blue; mandarin red, jade green, canary yellow, 
French grey and China white. 


Get sample postpaid 


We will send postpaid a complete Sani-Can for 
your inspection. If for any reason you do not 
order the other eleven this Sani-Can is yours at 
the dozen price of $1.59. Its superiority will lead 
you to place your first order. $19 per single 
dozen, f.o.b. Dunkirk. Special prices on larger 
lots. Display cards sent free with first order. 


SANITARY RECEIVER CO. 


Dunkirk, New York 
Makers of 


Indoor Receiver 
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POULTRY NETTING 
Galvanized Before and Galvanized c4fter Weaving? 
CLL LL EEL LLL LLL LOL LOLOL LOL ren —— eae” 


& I nish J 


and Profit with 


Look for the tag, carrying our name, ot the end of every roll! 


==] The Gilbert & Bennett Mfg. Co. 


Establiched 1818—Americe’s Olde Woven Wire Factory 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York Chy Georgetown, Conn. Chicage Kanone City 





\ \ 





arenes tt 


Mr. Wilson’s letter ex- 
presses more emphatic- 
ally than we would 
dare claim, the busi- 
ness-building value of 
Heller fixtures and the 
satisfaction which in- 
variably goes with 
Heller service. Read it! 


“e @ * * sales have in- 
ee over the same 
pe last year. With 
One of the “Turn-about” Door Disp! 
open display fixtures we nat oil — 
are able to display at = — —— at Pt a 1 ie 
least 85% of our stock. : 
ow moving items are now more rapid s 
sellers and this of course will increase We can add nothing 
vod rate of tarsover. There has also to these statements 
a very noticeable increase in the 
number of lady customers. Merchan- except to a 4 that 
dise is displayed in such an inviting way you, too, will feel 
that the public cannot resist buying. We the same way about 
ery well pleased with our Heller j¢ when you instal! 
Equipment and will d y en 
fixtures at all times. * coo ie new Heller fixtures. 
J. L. Craig Wilson 


HELLER 
Business Building Store Fixtures 
Check the items you are - ee Oy wc: HELLER & CO. 


tear out this ad and mail it 
Ni Displ: Penns: 

ns Tables =a 9 ¢— 700 Bryant St., Montpelier, Ohio 

20 Vesey St., Suite 500, 


Metal Saw Rack 
B Nail Counters 
Price Tickets for ([) Disp) 
Display Tables New York Olty 





ay Door 
Wall Cabinets 
5-24-28 58-A 
Write name and address 


in the margin below. 
ET eer as 





~-(CHICKGO) - 


SPRING HINGES. 


THE 
“SIMPLEX” 
Applied Direct 


Door Casing 
without 


Hanging-strip 








Type 9001 


Dealers will find it of interest to examine important 
features in the construction and design of the “Simplex.” 


The Simplex Spring Hinge, designed for simplicity and 
economy in application, requires no jamb strip and only 
one mortise cut. 


The construction of barrels and web from one continu- 
ous piece of metal eliminates joints where the metal form- 
ing the barrels continues as the web and avoids poring 
the spring to moisture which would cause rust an 


breakage. 


Send for Catalogue H 42 


Chicago Spring Hinge Compang. 
CHICAGO NEW YORK 
U. S. A. 











TEN Big Displays 


for Ten Big Lines 


MILLERS FALLS 
DISPLAYS are 
selling more tools 
for aggressive mer- 
chants all over the 
world. 

Write for particulars 


LEVEL DISPLAY No. 900 
ls Braces Plain Screw Drivers Automatic Tools 
Hack 


Auger Saw Frame 
Hand and Breast Mitre Boxes 


Millers Falls Company “™ 32S FAUS, 


Electric Dril 
Hack Saw Blade 
Levels 











lo] 


The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warchouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 
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Sell-Protection From 


Wierine. you sell your customers The Green 
Line Armored Tool Cases, you sell pro- 
tection from rust. Changes in atmospheric 
conditions cause so called sweating and rusty 
tools. Green Cases are woodlined, wood can- 
not sweat. Carpenters and machinists all 
appreciate the value of this protection. Cash 
in on this advantage by pushing The Green 
Line—Catalog and sales literature on request. 


GREEN-CASE, Inc. 


Racine, Wisconsin 





No. 85-32— A Carpenter Shoulder 
Case. Brackets for three saws. 
Practically designed and well con- 

structed. Size 8” x 814” x 32”. | 























Chicago Office 
Surpless Dunn & Co. 
34 No. Clinton St. 


No. 80-32—Same as 85-32 but with | 
trunk lock and draw bolts. 


NOL Sa ee Meee 


Eastern Office 
89-91 Warren Sireet 
New York, N. Y . 

















10 to 30% per pound in 
favor of ATLAS TACKS 


What count do you get when you buy tacks 
or small nails by weight? 


There is often a difference of 10 to 30% in 
favor of Atlas tacks or small nails. Test 
them - yourself. And remember—good, 
sharp, clean cut, correctly sized tacks are 
expensive to make. 


Or, when you buy by 
count see that you get 
the weight. There is 
often a corresponding 
difference. 


Either way, you can 
bank on Atlas tacks 
and small nails for 
quality, full count and 
full weight. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 








_—- 

a 
————————— 
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wy 
KEYSTONE 


“OppeR gtt™ 


For Rust-resistance! 


Tuis Company is the largest 
and oldest manufacturer of 
a complete line of high grade 


STEEL 


BLACK AND GALVANIZED SHEETS, 
Corrugated Sheets, Formed Products, Full Finished 
and Auto Sheets, Special Sheets, Tin and Terne Plates, 
Black Plate, etc., adapted to every purpose. Sold by 
leading metal merchants. Send for interesting booklets. 


SHEE 


AMERICAN SHEET ANDTIN PLATE COMPANY, Pitichengh, Pa. 


DISTRICT SALES OFFICES: Chicago, Cincinnati 
Denver, Detroit, New Orleans, New York 
Philadelphia, Pittsburgh, St. Louis 
Pacific Coast Representatives : United States 
Steel Products Company, San Francisco 
Los Angeles, Portland, Seattle 
ExportRe tives: 
eee oy Products 


New York City 
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My 
The Strongest and Y u; 
Most. Durable Steel Sec- 
tions Made for Every Purpose 
Sweet's line of Steel Posts have an in- and resistance te wind and storm as well 


And they can easily and quickly be driven 
special ground anchor inte any kind of soil thus eliminating time 
plate they combine the greatest durability, and labor ef digging fence post holes. 


Your customers will buy Sweet's Stee! 
Posts on om, Available in all standard ; 
lengths and for any type of wire fence. : : Bee 

| RR = Fae Te aS 
Deo you have our descriptive catalog? LN AAO 6 Se EL oe oa 

ttt . 

4 HH 

— 3 ca a 

SWEETS ~ vant {Hatta 1 


STEEL COMPANY ot 


Mt 
SIH ett 
“LT 
Hig 
WILLIAMSPORT, PA 





and let the power of suggestion get to work selling 
paint. , ° 

Suggestion can be used in many ways. Good dis- 
plays suggest the need of new paint. 


Your Chamber of Commerce should be glad to push 
a “Clean Up and Paint Up” Week, which will sug- 
gest the need of painting to every person in your 
town. 


The fourth issue every month of Hardware Age 
brings you facts and ideas about paint merchan- 
A special section in this issue carries the advertis- 
ing messages of the foremost paint manufacturers. 
Read what other successful hardware dealers are 
doing to push paint sales. Learn how the paint 
manufacturers are willing to help you. 

Clean up and paint up your own store, put in some 
good selling displays, and let the power of sugges- 
tion roll up paint sales and paint profits. ~ 
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MOE’s New “Big Boy” 
Poultry Feeder 


After the Baby Chick Season, larger feeders are 
needed. Our new “Big Boy” is designed for 
growing fowl and full grown hens and will be 
in demand the year round. 


This is only one of the many popular items in 
Moe’s Big Line of Poultry Supplies. Write for 


Catalog. 


WoEFT & 


2305 Davis St. 


~¢ COMPAN 
North Chicago, Ill. 











“Nine Lives!” 


A Long Island mechanic 
asked his hardware dealer for 
another 12 inch COES Steel- 
Handle Wrench with “Nine 
Lives!’’ 

This mechanic said he lost 
his old “COES” and while it 
may “come back,” (like the 
proverbial cat), he must have 
a wrench for his everyday 
work, and had always used 
a COES Wrench because he 
knew of no wrench so “long- 
lived!” 


Do the wrenches you sell 
bring the customer back? 


All leading Jobbers carry 
COES Wrenches. Seven 
sizes: 6” to 21”. 


Coe’s Wrench Co. 


“In business since 1841” 


Worcester 


Selling Agents 


Oy a ee 253 Broadway, New York 
JOHN H. GRAHAM & CO 113 Chambers St., New York 
Also 61 Shoe Lane, London, E. C., England 

ue de Rocroy, Paris, France 


FENWICK FRERES 








Best Known— Most Used 
Hose Clamp in the Industry! 


eee eeweae 


Petents Gronted 
Merch 20, 1917. 
Merch 1, 1921. 


Universal Hose Clamps have 
achieved this distinction 
through their out - and - out 
quality and «te ui- 
table and square sales icy 
under which they are dis- 
tributed. 
Your guarantee is the name 
“Universal” stamped on 
each clamp and mted on 
each carton. Look for this 
name when you buy and be 
sure you get what you ask 
for. 
Their size adaptability, ease 
of installation, leak preven- 
tive feature arid rust-proof 
construction make them all 
that a good clamp should be. 
Universal clamps are manu- 
factured from cold rolled 
steel wire—not strap. Their 
edges are smooth. Every 
peor i is ‘ “Electro - Galvan- 


ao size—1 to 3 in.—fits any 

of any size. For oc- 
casional needs of small hose 
we make 2” ep Clamp 
adapted to to 1% in. 
adjustability. 


Universal 
Industrial Corp. 
Hackensack, N. J. 





Standard of ihoWorld. 
for Over Quarter @ntury , 
2 Sa 


A quarter century, and more, of Su- 
premacy is the proud record of Grand 
Rapids All Steel Sash Pulleys—the prod- 
uets of thirty years of specialization. 


An overwhelming majority of all buyers of 
pulleys use ‘‘Grand Rapids’’ exclusively 
because they are unmatched in strength, 
ease of operation, longevity and economy. 


The Grand Rapids All Steel line is Com- 
plete—in fhis line only can you obtain 
the large Lubricated Cone Bearing Pul- 
leys, self-aligning and noiseless. 
Let us prove why you, too, should stand- 
ardize on the Grand Rapids Line. 


Grand Rapids Hardware Co. 
558 Eleventh St., 
Grand Rapids, Mich., U. 8. A. 


= 
GRAND RAPIDS 


ALL ~ STEEL 


SASH PULLE 
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72% Greater Holding, 

Power Than Wire 

Nails. Won’t Split the 

Wood. Heads Stay on. 
Send for Quotations 


READING IRON 
COMPANY 


Reading, Pa. 
Makers of Cut Floor Natle, Rico Herd 
Floor Nails, Large Head Out Foundry, 
Headless Out Foundry, Black and = yf 
ranized Out Shingle, Out Clinch ond jf 
Hinge Notis. 


READING 
CUT NAILS 




















Your sales of 
Superior Hex- 
agonal Netting 
can be material- 
ly increased by 
suggesting this 
evenly woven 
and heavily gal- 


vanized. product 
for various uses. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 











HUNDREDS 
OF 
HARDWARE 
STORES 
Find Lawn 
Mower 
Sharpening 
Profitable 


with the 
“IDEAL” LAWN MOWER SHARPENER 


These stores have come to realize that many first-class 
lawn mowers they sell fail to give good satisfaction sim- 
ly because of improper sharpening. These dealers, 
y installing an IDEAL LAWN MOWER SHARPENER 
and sharpening the mowers themselves, render a much 
wanted service to their customers, and make liberal 
profits themselves. 


$1.50 to $2.00 PER MOWER—15 Minutes Work 


Any boy can operate the IDEAL. charge, $1.50 to $2.50 per 
Slip the mower into the IDEAL mower, is mostly profit. 


without dismantling, make a 
few simple adjustments and in The IDEAL SHARPENER re- 
quires little space, operates off 


15 minutes the mower is per- 
fectly sharpened — every blade a light socket, and its first cost 
with a true keen edge. The usual is extremely low. 


Write for prices and full information. 


The Fate-Root-Heath Co., 701 Bell Street, Plymouth, Ohio 























Sales 
Accounts 
. Wanted 


Are you desirous of 
securing good Sales Ac- 
counts to handle on a 
commission basis? 

If so, look over the 


advertisements in the 
“Classified Opportunities 
Section.” 


£ 


The place to 
find them is in 


Hardware Age 


239 W. 39th St. 


New York City | 








L 
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The new Heavy-Duty 
Hoover Model 972 has a 
completely redesigned mo- 
tor, larger and better built 
in every way and fully 
enclosed to keep dirt par- 
ticles from the moving 
parts. It is ball-bearing 
throughout, requiring no 
oiling. New improved 
dirt bag; trigger switch 















A new Heavy-Duty Hoover is now available for use in 
offices, hotels, shops, clubs and larger homes. The in- 
clusion of ‘Positive Agitation” in this large and power- 
ful model gives it a dirt-removing ability 334% greater 
than the standard-size Hoover. Every sale of this new 
Hoover will be a dealer sale. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners - The Hoover is also made in Canada, at Hamilton,Ontario 
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Are You Selling Seasonally? 


OST electrical appliances are all year merchan- 

dise but there are seasonal buying urges that 

the merchant should take heed of. Such a 
one is the gift season that comes with June weddings, 
graduations and other events that encourage the giv- 
ing of remembrances. 

From a merchandising point of view there is more 
to be gained in these sales 
than the mere cash tran- 
saction over the counter 
with the customer. 

In the main, the gift 
goes to someone in the 
home community, to newly- 
weds setting up a new 
home and opening the pos- 
sibility of continued buy- 
ing or a young person leav- 
ing school and going out 
into the world on his or 
her own; for the girl 
graduate is quite as likely 
to have an _ independent 
career planned for her future as the young man. 

In either case the merchant who has the good for- 
tune to see a new home established with some of his 
merchandise included in the equipment—especially any- 
thing as helpful to happiness as electrical appliances— 
or a young person starting on his own under the same 
conditions, is to be congratulated. If this merchan- 
dise fulfills its promise, there is an opportunity for long 
continued patronage. 


Electrical Goods Section 





A key to gift selling is often a knowledge of what 
is appropriate to give under the circumstances. Most 


gift buyers are seeking for something that combines 
beauty, utility and to some extent originality. Frankly 
most gift purchasers come into your store looking for 
suggestions. 
ally for some time. 


Probably they have been looking inform- 
Now the date is near, some action 
must be taken, as there is 
no time to waste. 

Your best answer is to 
go over your stock care- 
fully, selecting such items 
as are appropriate for gifts 
for graduates, brides and 
bridegrooms, persons de- 
parting for long vacations, 
campers and, in fact, any 
sort of people to whom the 
customer of your commun- 
ity suggests gifts. 

As you select these ar- 
ticles, set them aside for 
window display and then 
make the same selection into a table display in the store 
where prospective buyers can pick them up, examine 
carefully inside and out and get the feel of them. 

Grouping these articles serves several purposes. The 
mass display of suitable gifts always attracts attention. 
Displaying them together saves the time of the cus- 
tomer and the salesperson, for the customer will want 
to make a close comparison of two articles, otherwise 
displayed in different parts of the store. 
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business in and about Pittsburgh, express 

themselves as much encouraged with the Feb- 
ruary cooperative sales campaign; other persons, 
also connected with hardware retail business are cer- 
tain that not as many tasty plums were gathered as 
might have been. 

The germ of the cooperative drive between retailers 
and jobbers of hardware, electric goods, the Electric 
League, grocery retailers and jobbers, butter and egg 
men, a sprinkling of hardware manufacturers, with 
the local utility company, sprang from two fertile 
brains concurrently. 

Frank Hegner, president of the local Retail Hard- 
ware Association, and H. W. Ewald, assistant manager, 
Suburban Retail Sales of the Du Quesne Light Co., are 
the men who sponsored the plan for a great get-together 
of all dealers who would benefit either directly or in- 
directly from the sale of waffle irons. 

It was to be a test of how much could be actually 
accomplished and, similarly, of how much each group 
would do. For it was to be a big proposition, since it 
involved selling to around 1,000,000 persons. Its com- 
pass included hundreds of stores and eating places in 
all parts of the Metropolitan district. 

At once one sees in such a grandiose scheme a very 
considerable advertising budget. At this point the 
Utility Company stepped in with a proposition to supply 
3000 window and truck posters and signs, without cost 
to any concern, retailer, jobber, or manufacturer, who 
would take trouble to fill out an inclosed card and put 
posters in window and on truck. In all, this company 
volunteered to put in $3,000 in promotion work, some 
of the advertising being purely neutral. 

Lest the purpose be not clearly understood, it was 
set down as a merchandising event because all parties 
had something to sell—whether hardware, electric 
appliances, flour, butter, maple syrup, even waffles. 
Of course, manufacturers were directly interested, and 
so was the Du Quesne Light Co., which had electric 
juice to market. 


™ ERTAIN persons connected with the hardware 


Some Hard 


sent an invitation to all 
hardware dealers to par- 
ticipate in addition to 
the association urge. 


Ys 
Fpl Compart The utility company 
Duguon’ aaa 








The right of utilities companies to merchandise is 
questioned now and again by some merchants. It is 
most vital to the utility companies that consumption 
of current shall go forward increasingly and the power 
company officials contend that the selling and encourag- 
ing the sale of appliances is an effective method of 
encouraging greater consumption by all individuals. 
A check of kilowatt consumption between 1924 and 
1927 shows an increase of around 20 per cent in Pitts- 
burgh as against 17 per cent in the United States. 
These figures are quoted to show that the methods of 
the Du Quesne company methods are effective. 

And this is their hope—newer and greater uses for 
current in homes. The dealers, too, hope for this. 
Utility company prosperity, in the expressed opinions 
of Du Quesne Light Co. officials, means hardware and 
other dealers’ prosperity, the two being inseparably 
tied together. It is certain that all producers do pro- 
motion work necessarily ;+the Light Co., similarly. Such 
work includes all persons who buy the product, in the 
opinions of the utility company officials. Therefore, 
the need of shoulder-to-shoulder promotion by retailers 
and others with utilities companies. This was the 
thesis of Messrs. Hegner and Ewald—and of other deal- 
ers here and there who see a union of interests, ad- 
mitting the right of all parties to promote use of the 
things they have to sell. 

Said Ewald, “Our business is manufacturing and 
promoting sales of electricity, and we do our best to 
stimulate dealer-interest in selling such articles as 
waffle irons, flat irons, curlers, washing, ironing ma- 
chines and vacuum cleaners, obviously.” 

It is plain that hardware dealers to meet the exi- 
gencies of the manufacturer of electricity must drive 
hard to sell the necessary juice-consuming merchan- 
dise, and they come back with; “But we have 20,000 
other articles to sell, aside from the 200 or there- 
abouts the utilities companies urge us to stress; in 
reality they have but one.” 

This is a kernel of any issue between retailers and 
utilities companies. Local hardware dealers—not all of 
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ware Dealers Profit from Utility Campaign 


President Hegner of Pittsburgh Retail Association organized cooperative effort 
that netted 10 per cent increased sales for those who participated 


them—see the necessity that confronts them; they must 
promote sale of electricity or the producers will. And 
if left to the producer, some retailers admit that he 
will pull down those juicy plums. 

As to the juicy ones, local dealers who reach out 
and up don’t find it so hard, for price is no bar, in the 
opinion of a discerning engineer who is familiar with 
costs of producing and selling électricity-consuming 
merchandise. 

So, the Du Quesne company agreed to get out the 
window posters and truck signs admonishing 1,000,000 
persons to buy waffle irons from nearest dealer— 
hardware or otherwise. Furthermore, it did offer for 
sale certain irons on which there was no price com- 
petition between local retailers and itself. 

True, it had the advantage of offering its patrons 
privilege to pay so much per month at time of paying 





vy 


“THERE'S 
a WEALTH 
of HEALTH 
in WAFFLES” 


—and Electrically made 





‘ 





’ 
“ 






; Waffles are so tasty 
a and easy to make. 


ULL enjoy every bite ot waffles made the 

electric way. . 
The batter is dry cooked, through and through. Ail 
protein health in the eggs. and che nourishment in 
milk and flour are brought out by the dry electric 
heat. No grease destroys its qualities 
The Electric Waffle Iron is so simple to use. Just 
plug-in to the nearest electric connec- 
tion in the dining room or the kitch 
en, permit the iron to heat for a few 
minutes, and then apply the batter. 
In only afew minutes more you'll 
have a delicious, crisp-brown waffle ali ready for 
butter and syrup. 

‘Your nearest Dealer or Gas and Electric Shops will be’ 

{i todemonstrate. Various styles and makes of Waffle 
rons, at various prices, are ready for your selection. 
WIN A WAFFLE IRON! 

’ Gap “Whats wien att Gis pieteay” puntecteny f exe 


Duquesne Light Company 
FREE WAFFLES at our demonstration booths every day during February— 


435 Sixth Ave.—Jenkins Arcade—613 Liberty Ave., 
126 W. Ohio St., N. S.—6119 Penn Ave., E. E. 











Above is one if the advertisements 
published by the utility company 
which places dealers on par with the 
company’s shops. At right is Presi- 
dent Frank Hegner of the Retail 
Hardware Association, conferring 
with H. W. Ewald of the Duquesne 
Light Co., over details of the plan. 


Electrical Goods Section 


light bills. Here again is a nucleus of a dealer-objec- 
tion—the method of collecting, in the opinions of many 
dealers, is an installment one, “But,” said a manufac- 
turer of articles electric, “millions of people today are 
enjoying such conveniences by virtue of the fact that 
they can pay for them on the installment plan.” In 
its defense the Du Quesne company states that its terms 
“Are such as may be used by any reputable dealer 
through a finance corporation.” 

Some hardware men here and there did not roll up 
their sleeves and moisten their palms in an effort to 
drive hard and sell waffle irons; some did not even write 
in for posters. Whether they would have used them in 
case they had been sent to them without asking, is not 
just so sure. 

President Hegner said; “You may quote me as de- 
ploring the fact that some of our hardware men did 
not get into this game spiritedly,” and the head of a 
long-established hardware jobbing house laments the 
shortness of vision of hardware dealers who did not 
get into the drive whole-heartedly. 

It must not be supposed, however, that the Du Quesne 
company did all the promoting. President Hegner rode 
and drove here, there and everywhere to stiffen his urge 
to the membership. He sent letters, too, to other men 
—and he had no budget for this purpose. The con- 
clusion is, he put up out of his zeal to line up every 
hardware dealer. 

Grocery, butter and egg men, electrical dealers, and 
the Electric League sent leters and some printed mat- 
ter. Mainly, printed matter was that put out by the 
Du Quesne Light Co. There were hundreds of meet- 
ings of sales forces to urge all possible personal con- 
tacts. Indeed, much discussion was aroused. 


As to results, the utility company sold 1100 irons— 
an increase of 33 per cent, topping all previous records. 
Hardware dealers ran an increase of 10 per cent or less. 
They give out no exact figures, but jobbers report 

(Continued on pdge 132) 
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Your Auto Dealer Does, 


WHY DON'T YOU? 


homes and get additional business, but their representa- 
tives will be welcome. There is no reason why the local 
merchant should not only profit by the experience of the 
canvasser but go him one better—beating him at his own 
game by sending out for business a representative who 
will not be under suspicion. 

There is complaint in many parts of the country today 
that canvassers from outside are cleaning up on sales of 
higher priced electric appliances. This complaint is not 
as strong as formerly, because local merchants are learn- 
ing that they can sell better goods for a lower price 
than the outsiders. 

Perhaps the chief complaint about outside salespeople 
a is the difficulty in getting the right person and the 

oO 





trouble to obtain a list worth calling on. 

Your auto dealer or the foreign canvassing firm who 
chiefly employ outside salespeople meet the first objec- 
spring?” tion by trying out enough applicants to find the right 


iin: Rain’ tesiibeben: Minn sakes a , one. If they get the right one from ten applicants they 
Oo 
-> 


a4 OOD MORNING, Mrs. 
Jones, are you going to 


buy a new car this oO 


hentiont dental, tut gust the name der aes ’ ae hae is developed chiefly by two 
name goes on the prospect list and the enw P y by 


dealer or salesman at the other end of the methods. 


ae gone aieesenile : 5 By calling on previous customers and getting 
On, on j se i saeienialtinaeesiiietitetim Sx names of interested neighbors and friends, and 
ow, Mrs. Jones, y , , 2 By calling women over the phone and pleas- 

buy until you have seen and tried our Runwell : ‘ Dees 
Six. It is the best buy on the market and I will ge antly arousing their curiosity as to the prod- 
drop in to tell you about it in a few days. I am - duct oo selling. The phone is freely 
speaking for Mr. Adams, the Runwell dealer.” used in keeping in touch with interested 
’ ‘ prospects. ’Phone calls save time when 





they answer the purpose. 


i sati r something like it is a frequent 
meselicoe eysacapypecie nf 7 Telephone calls are usually made 


occurrence on the telephone lines of your community if Ph see agrees tire 
you h an up-to-date automobile dealer or salesman in n iy 
aia wnctentn able to assume that the women are 

And, may we ask, is the auto dealer considered a nui- ; > go eatin 8 nether 
sance in your community because he or his salesmen sound R ar RAIng 8. 


out prospects by telephone? Is he classed among the 
“bell ringing nuisances” that women tell you about? 

We believe not. We know that he is not in many com- 
munities. 

The difference is this. The automobile dealer long 
ago recognized the difference between the stranger at the 
door and the man who is known or who at least repre- 
sents some one who is known. He has realized fully the 
difference in statements like these at the front door or 
over the phone: 

“I am speaking for J. H. Adams, your automobile deal- 
er, who sells the Runwell Six.” 

Or this: 

“T represent the Blank Manufacturing Co. of Far-away 
and we are introducing at factory cost this wonderful ma- 
chine that never gets out of order and which you can buy 
for almost nothing a month.” 

Too many established merchants do not realize that if 
they will employ the right person—a well-dressed, good- 
looking man or woman, who possesses a pleasing voice 
and courteous manner—that they can not only go into the 
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~Normalcy in Washer Sales 


ORTON and the Jobbers are interested 

in helping you make money. And we 
know that we can prove to you that there are 
real, tangible opportunities for profits if you 
handle the Horton line. No high-pressure 
selling scheme, no “circus stuff” is necessary 
to sell washing machines by normal and sane 


merchandising methods. 


Obviously, you can’t sell a “mass market.” 
You must sell an individual each time you 
make a sale. You must deal with people—not 
statistics—because your profits are dependent 
upon the way you serve each man and woman 
who patronizes your store. 

Retailers all over the country are getting 
back to normal methods of merchandising. 
They are buying more carefully than ever 
before—realizing that profits lie in frequent 
turnover on a small investment. An ob- 
solete overstock never same —_ . 


paige PAU 


CL 


She HORTON 
No. 34 Series 


Submerged agitator type, 
copper tub washers, semi- 
soft wringer rolls. Driven 
by electricity, gasoline 
motor or power pulley. 
Remarkably quiet in 
operation. Practically 
service-proof. 


-HORTO 






ee 


Ma an 
4 >) 
wy MFG. CO. 4g 












Dealers are turning to the jobber—the one 
big factor in American merchandising which 
has never exploited the independent dealer. 
They have learned that that the jobber is an 
organization created solely to render economic 
service to manufacturer and retailer alike. 

The jobber is ready. So is Horton. 

Today, a virtual, harmonious partnership 
exists between Horton and leading jobbers of 
America; based on a mutual belief in the con- 
tinued and ultimate success of each individual 
retailer. And on a mutual desire to help you 
make the most of your opportunities. 

We have sound, fundamental plans for the 
sale of Horton Washers that will fit in with 
your other selling and return a good profit on 

a comparatively small investment. 
May we not give you the facts in a personal way? 


HORTON MANUFACTURING CO. 
1111 Fry Street, Fort Wayne, Indiana 











HORTON also 


manufactures 






Copper and wood tub 
electric washers in agita- 
tor and suction types and 
hand power washers. 
Horton Automatic Ironer 
with 30-inch complete 
open-end roll. Electric or 
gas heat. Electrically 
driven. 





Washers 


lroners 





GOOD PRODUCTS ~— Yes! and above all else GOOD FRIENDS 
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the World's 


New Thor Agitator 
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Cylinder Washer 
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Thor 4, Cylinder Washer 
Thor Folding 40, 
Automatic Ironer 
Thor Vacuum Cleaner 














MANUFACTURERS OF THOR CYLINDER WASHERS, THOR ELECTRIC AND GAS IRONERS, 
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Greatest Line of 
Washing-Lroning Machines 


Identify Yourself NOW With This Industry- 
Leading Group of Quality Products 





ODAY — as a Thor dealer 

—you hold a position of 
true, outstanding leadership in 
your community. More and 
more—the public recognizes 
this fact. 





Nationally 
Advertised in The 
Saturday Evening 
Post and Liberty 


Consider Thor’s Line Lead- 
ership— you do not sell just a 
washing machine. You offer 
every possible prospect exactly 
the type of washing or ironing 
machine that prospect needs. 








Consider Thor Prestige— 
there is hardly a village or settlement in this 
country that does not know the Thor name. 
We have built this great good-will in 21 years 
of national advertising—telling the public the 
story of faithful Thor quality —and backing it up 
with a product that morethan justifies ourclaims. 


Consider Thor Quality—in 21 years, we have 
never allowed the slightest compromise with the 
quality that has made the Thor name famous. 
Thor # quality —and millions know it—and 
never question it. 


There isn’t a prospect you can’t 
meet, sell and satisfy. There isn’t a price range 
you can’t compete with. There are no more 
popular types— no more superior lines available. 


Consider Your Future Business — you are 
not in business just for this year or next. Your 
great success in this business lies ahead. The 
Hurley Machine Company knows it — and is 
prepared to forge ahead with new inventions 
that will double and triple your present volume. 
Progress is the word. Such progress as you have 

never experienced will bring the 











Thor 20, 





Thor dealer of the future greater 
ptestige, greater profits, greater 
satisfaction. 


Write or wire us today—there is still time 
to get in on the ground floor—and go /or- 
ward with Thor in 1928. 


HURLEY MACHINE COMPANY 
22nd Street and 54th Avenue, Chicago, Illinois 
New York Chicago San Francisco 
Toronto London, England 








Automatic Folding Ironev 


Thor 75, Automatic Ironer 


Products distributed throughout the world by the 
International General Electric Organization 


THOR VACUUM CLEANERS AND HURLEY COMMERCIAL LAUNDRY EQUIPMENT 
Electrical Goods Section 
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There a more forceful acknowl- 


edgment of SPINNER Drying? 


SPINNER drying—as built into ABC electric washers 
—has won its spurs. Not only here for today but 
destined to be the popular clothes drying principle for 
years to come. Following close on the heels of big ship- 
ments to the aggressive East and progressive West— 
the Southwest’s foremost distributors and dealers show 
their faith in the SPINNER by taking an entire train- 
load of ABC PORCELAIN washers. Now—the South- 
west has this wonderful opportunity for fast selling, 
good profits, low reconditioning costs and satisfied 
users. This trainload shipment, made April 30, 1928, 
is a wonderful acknowledgment of our predictions that 
the ABC SPINNER would be, within a few short 
months after its announcement, the most talked of and 
leading electric washing machine in the world today. 


. ABC SPINNER 


—the outstanding development in the history of electric 
washers. Unquestionably the leading wringerless washer 
of today. Fast agitator washing—SPINNER drying— 
square PORCELAIN tub—a combination found only 
in this foremost of all electric washers. Dealers tell us 
never before has there been a washing machine with 
such a low reconditioning cost or one that attracts so 
much favorable attention on display and instant buying 
action on demonstration. 


ABC DOUBLE A 


—full size, copper tub, aluminum agitator, semi-soft 
rubber rolls. he greatest campaign special offered 
today. 
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Where a greater testimonial 


to PORCELAIN Popularity? 


The great Southwest wanted PORCELAIN washers. They wanted 
PORCELAIN they could trust—made in the same factory that builds 
the machine on which it is used. They demanded PORCELAIN com- 
bined with fast agitator washing, either SPINNER or soft roll wringer 
drying—a combination available only in the ABC line. 


ABC PORCELAIN gives dealers and distributors the only real low 
reconditioning cost tub ever made on an electric washer. 


ABC washers combine, in the highest degree, beautiful appearance, high- 
est quality, long life. These aristocrats of electric washers command at- 
tention, create desire and close sales. 


ABC COMPANION 


—exactly the same as the ABC SPINNER except with soft roll wringer 
dryer in place of spinner dryer. Agitator washer with square tub 
(PORCELAIN inside and out). Finished outside in beautiful parchment 
and sea-green enamel. The only washer made with two color PORCE- 
LAIN finish permanently baked on. 








ABC COMPANION is furnished, ABC Full Line Dealerships 

when wanted, with simple, serviceable For your own profit you should know why these 
gasoline engine for homes without Southwest and other dealers can buy and sell in 
electricity. cg as trainioad lots. Are you buying 


The popularity of the ABC SPINNER and the pub- 
lic demand for PORCELAIN has made it possible 


Altorfer Bros. Compan for ABC dealers to sell in great quantities. You ’ 
P y are not taking full advantage of these opportunities 
(Est. 1909) Peoria, Illinois if you are not selling the ABC line. 

ABC Is the single line of washers with which deal- 
Export Office at Factory ers can close every sale. Includes the three types 
Cable Address: “‘Aleowash’’ Peoria — ae Fadl ‘2. are + fits 

every family fund. rite for v acts 

(Bentley Code, 5th Edition) washing machine buying. 
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told the real facts about refrigeration. 
These facts are being presented in the 
advertising of the Remarkable New Allison 
Electric Refrigerator, which started in 1'- 
page space in colors, in Liberty of April 14th. 


Fe the first time, the public is being 


The public response, as well as that of the 
trade, was immediate and widespread. 


This advertising warns against the Danger 
Zone (temperatures over 50°). It offers refrig- 
eration that is safe beyond a shadow of 
doubt, in the Remarkable New Allison. It 
strikes a new note — the true note — in elec- 
tric refrigerator advertising and selling. Its 
outstanding success is already assured. A few 
territories are still open. Write or wire today. 


DOMESTIC ELECTRIC REFRIGERATOR CORP. 
2 W. 46th Street, New York, N. Y. 


THE REMARKABLE NEW 


public 
respon 
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The small, Sepinaieint 
Allison rotary 


motor are dels 
installed in , the Allison 
cabinet, y to plug in 


ALLISON 
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Twice the Sales 















The Model 60 One Minute. Popular 
Price plus the most modern construc- 
tion and features. 


The Model 52 One Minute. “‘Today’s Finest 
Electric Washer.” It sells in any competi- 
tion of ghe higher priced machines. 


More and more of America’s successful washer retailers are finding the 
One Minute Franchise one of double sales opportunities. Two out- 
standing washers place our dealers in a strong position in any com- 
munity small or large. 
The Model 60, more than meets the ideas and the purses of those 
prospects who seek the best value in the washer field for under 
$100.00. 
The Model 52, completely satisfies those who seek the highest 
quality in finish and construction coupled with the latest in 
washer performance. . 
Here is twice the sales opportunity—with an outstanding 
washer in each class—and twice the profit opportunity for 
you, the retailer. 













ONE MINUTE Washers 






ONE 


Minure MANUFACTURING 
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EDITORIAL PAGE 


Two-Sided Merchandise 


VERY practical and successful merchant said the 
A tte day: “I am surprised that more hardware 

men do not get the big idea of electric appli- 
ances. They do not seem to realize that by selling ap- 
pliances they not only accomplish much in the way of 
human service—making lives happier—but also make 
better sales than of old merchandise that the electrical 
sort displaces. I think that when the hardware man 
realizes this, he will sell more electrical equipment.” 
And we agree. 





Every merchant can help to increase and stan- 
dardize the electrical business by urging his com- 
munity to adopt The National Electrical Code. 


As to Quality 

OME very interesting tests have been made on the 
Si priced heaters that came so strongly into the 

market last winter, and the results are rather 
astonishing. They suggest the question: Why should 
there be one standard for judging older metal wares 
and another for electrical appliances? It was found 
that these heaters were of flimsy construction, crude 
workmanship, poor friction joint for tilting bowl, non- 
standard screw base for removable elements, safety 
wires poorly spaced, handles poorly attached and likely 
to heat, and substandard cords. About the only thing 
that was good about them was the heating element wire, 
and often this was loosely mounted. There is no mys- 
tery about such merchandise as this, whether it is 
electrical, flame heated or garden equipment. 





Now is the time to plan your displays at the 
summer fairs and picnics. 


Costly Quarrels 


ECENTLY we heard of a merchant who declined 
Re go into a cooperative appliance selling cam- 

paign because the light and power company 
would get a continuing profit from the appliances sold. 
That strikes us as being rather a foolish decision. 





Hot weather brings busy, sweaty days to the 
farm, and a suggestion of fans, automatic pumps 
and other things appeal to the farmer who is on 
the lines. 


Underwriters’ Standard 


E do not believe any merchant would deliber- 

\ \ ately injure his customers physically or finan- 
cially. We sometimes wonder why merchants 

are so careless about the customers’ interest when so 
little trouble will supply protection. Much complaint is 
rife about the quality of appliance cords in use. Some 
merchant sold these cords, probably unaware of the 
poor quality. Likely he did not know how to test them. 


But he can always ask the salesman or maker if the 
cords carry “Underwriters’ approval.” Because of the 
trouble that arises from substandard cords and other 
materials there is a strong likelihood of legal regulation 
of electrical merchandise in many communities. 





If there is a Red Seal Home Campaign in your 
community, keep in touch with it. Red Seal Home 
dwellers are good electrical merchandise customers. 


Meeting Competition 


OWER companies, specialty dealers and others 
p employ outside salesmen. The hardware dealer is 
- in excellent position to meet this competition be- 
cause of the wider line that he sells. An outside sales- 
man—doorbell ringer, if you like—can sell many things 
for a hardware store. We are told of a salesman who 
sells paint and washing machines in the spring, radio 
and furnaces in the fall, and incidentally mentions wire 
fencing to the people on whom he calls. An outside 
salesman is merely carrying your service beyond the 
counter. In visiting your customers and friends as 
your representative, he can find many opportunities to 
suggest sales and help your friends to buy what they 
really want. 





The National Electrical Code will greatly sim- 
plify electrical merchandising when it becomes 
universal. 


Electric Ranges 


ECENT inquiry develops that 15 per cent of the 
| Btn merchants who sell stoves sell electric 

ranges. This will be surprising information to 
many persons who are interested in the hardware busi- 
ness but who are not familiar with electric cooking de- 
velopments in newer sections of the country. In some 
of the older sections, we hear of increasing sales of 
electric grills, percolators, toasters, waffle irons and 
other such merchandise. Electric cookery, we believe, 
is coming, and the merchant who is selling electric 
equipment in the place of the more familiar flame 
heated cooking equipment is not falling in volume. 





Aré you well stocked with miniature electric light 
sets for the lawn party season? 


Confidence 


ONFIDENCE, we read, is the most important 
C thing in business. Now ask yourself just how 

much confidence you and your salespeople have in 
the underpriced electrical goods. Without confidence, 
many sales are missed. We know several dealers who 
realize that profits are greater when selling confidence 
merchandise at the right price than when selling mer- 
chandise at lower unit prices which lacks confidence, 
although the number of sales may be larger. 
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Prices from $3.50 to $4.95 trical or mechanical, within one year from 


date of purchase, if sent to this Company, 
or any UNIVERSAL Service Station, will 
be repaired or replaced without charge. 














Universal Guarantee 
UNIVERSAL Appliances, when used on 


the proper voltage and in accordance with 
directions, will give a LIFETIME OF SAT- 
ISFACTORY SERVICE, and are uncondi- 
tionally guaranteed to perform the task for 
which they are intended. Any Appliance 
developing a manufacturing defect, elec- 















Prices 
from 
$4.50 
to 


$9.00 














ESIGNED particularly to meet the 
demand for a line of Standard Brand 
Nationally Advertised Electric Appliances 
fully guaranteed and priced so low as 
to bring them within reach of every 


household. 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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Creating a dominating line of elec- 
trical appliances from the raw 
materials to the finished product. 


E Beardsley Mfg. Com- 
pany of Waterbury.... 
The Frank E. Wolcott Mfg. 
Company of Hartford.... 


Now form The Beardsley 
and Wolcott Mfg. Company. 


Two factories... .acres of 
floor space... . hundreds of 
machines .... greater facil- 
ities .... facilities to manu- 
facture completely a 
dominating line of electric 
appliances from the raw 
materials to the finished 
product. 


New production economies 


enable still finer quality at 
the same low prices. 


And greater merchandising 
service, too! A service that 
means lower selling costs 
{and larger profit} to both 
jobber and retailer. 


The concrete results of this 
merger are incorporated in 
a unique plan, a partnership 
plan, a plan that every job- 
ber has been hoping for. 


If you want to know what 
this merger means to you, 
write today. Ask for details 
of the Torrid Partnership 
Plan. 








THE BEARDSLEY ana WOLCOTT MFG. COMPANY 


WATERBURY / 7 CONNECTICUT 
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& | NATIONAL] 
) || MAZDA 


i 
f | i 


Attracts - Demonstrates- Se//s 
JN ison attctve sn Q5 


sales-getter! The National 

shown 
above, has just been designed to F.O.B. 
meet the exacting requirements of COS HOCTON,O 


modern merchandising. 


most everything but make change. 


It is always on the job selling 
National Mazpa lamps for you. 
Read the complete details of it on 
the next page and then picture it 
working for you in your store. 





And the price? Not, as many have thought— 
$15.00, not $10.00 —- but the complete Lamp 


The outstanding and best methods of mer- 
chandising of the electrical trade, hardware 





dealer, chain store--have all been carefully 
studied and adapted to produce the Lamp 
Counter-— the last word in lamp merchandising. 


This new Lamp Counter attracts customers, 
displays lamps and SELLS them. It does al- 


Counter for but $6.95 f. o. b. Coshocton, Ohio. 
Delivery can be made June first. 


Insure your getting one of the first deliveries 
by sending us the advance order form you'll find 
on the next page. Better do it today. 





Let this 
NATIONAL MAZDA 
LAMP COUNTER 


INCREASE YOUR SALES 


People buy lamps when they are reminded of 
needed replacements and where they see lamps 


displayed. 


Put the Lamp Counter in a prominent place 
in your store and you'll remind people of the 
lamps they need and you'll also sell them on the 


spot. 


facts About the Lamp Counter 


1. Substantially made of heavy metal with sturdy wood 
base. Is 2714" wide, 2514” deep and 2234” high. 


2. Attractively finished in mahogany and gold yellow with 
removable price tags and carton display price card. 











Fp engrae: rigid metal table has 
been designed for the Lamp 
Counter. Finished in same shade 
of mahogany and with shelf for 
extra lamp cartons. Put the Lamp 
Counter on this table and you have 
a complete lamp selling outfit that 
can be placed in different parts of 
your store. Price complete with 
table, is $11.95 f. o. b. Coshocton, O. 








3. Has five, white dividing trays for five main sizes of 
inside-frosted Mazpa lamps. Special easy cleaning 
feature for trays. 


4. Displays 60 lampsin trays. Room for 16 more in upper 
part of display. Additional lamps can be kept in 
carton on each side and in storage space in back. 


5. Five sizes of lamps shown in upper part are beautifully 
illuminated by 100 watt lamp on flasher socket shining 
through rainbow effect glass color screen. 


6. Comes in two pieces. Semi-circular upper part can 
easily be detached for use in window, as a display piece, 
while tray display is kept in store. 

7. Equipped with two test sockets, flasher socket for 100 
watt lamp and 8 ft. of cord, with plug. 





Rear view of the Lamp Counter 
showing storage space for 
additional lamps 








Aftracts ~ Demonstrates~ SELLS 


Order Now! 


AMP COUNTER comes complete 

in two parts packed in one box. 

Can be assembled in a few seconds with 

two wingnuts. $6.95 f. o. b. Coshocton, 
Ohio. Shipping weight is 44 Ibs. 


TABLE, made of metal, for the Lamp 
Counter comes completely assembled in 
wood shipping crate. $5.00 f. o. b. 
Coshocton, Ohio. Shipping weight is 
44 Ibs. 








Sales Promotion Department 
National Lamp Works of General Electric Co. 
Nela Park, Cleveland 


Here is my check for the following. Please rush to me as soon as possible. 


LAMP COUNTER (without table) -— 2 
$6.95 f. o. b. Coshocton, O. Shipping weight—44 Ibs. 


TABLE for Lamp Counter 
$5.00 f. o. b. Coshocton, O. Shipping weight—44 Ibs. 


P. O. Address. PST RE EE Aes pees sD. Rosa eee eee 


Ee ener Ee ne re ee eee ee 
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HERE is a story often told by 
merchandising men that car- 
ries the name of Willie 
Keeler, the diminutive ball player 
of several years back who led the 
National League in batting—an 
honor that always had been asso- 
ciated with large muscular men. 
The story is: ‘ 

A newspaper reporter sought out 
Willie and asked him: 

“How come, you, one of the small- 
est men in the league, lead in bat- 
ting?” 

Willie was thoughtful for a few 
minutes and the interviewer sat 
with pencil poised. Then came the 
interview: 

“I hit ’em where they ain’t.” 

And Willie never did amplify the 
statement. 





A few years ago, before automo- 
biles were as plentiful as now, a 
dealer was complaining about the 
competition with fellow dealers for 
each sale, about the high allowance 
on old cars demanded by the cus- 
tomer and many other things that 
pessimisitc automobile dealers still 
complain about, when a factory man 
suggested: 

“Make a new prospect list and put 
on it only families that have no 
ears. Canvass every family, no 
matter how poor YOU think they 
are. Forget about old car owners.” 

The dealer did that very thing 
and the campaign was a success, 
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Willie Keeler “Hit ’em 
Where They Ain’t” 


except that the dealer had nothing 
to complain about. 





Here in our office and even when 
visiting dealers we hear much 
about cut prices in department 
stores, too long terms of payment in 
public utility stores and premiums 
in furniture stores and sometimes 
all three in one store. These evils 
are killing off the appliance trade, 
we hear, and what is not killed by 
this three barrel shot, the mail or- 
der houses get. 

That is one side of the picture. 

Recently we sent out some ques- 
tionnaires that asked hardware deal- 
ers about relations with public util- 
ity stores. We found, by reading the 
answers to these questionnaires, 
that a good many dealers thought 
ill of the public utility merchandis- 
ing methods. Some dealers blamed 
the public utility for everything. 

Naturally we assumed that they 
were selling a full set of appliances 
to every family living in a wired 
home and the hardware man could 
not sell because the market was 
closed. 

Then, with the assistance of 
Frank B. Rae, Jr., the advertising 
man, we looked over some figures 
and we find this record for 1927: 

1,237,111 homes were wired, mak- 
ing a total of 17,596,390. 

1,028,000 cleaners were sold and 
less than 4 of 10 homes have clean- 
ers. 

790,000 washers were sold and 
less than 3 out of 10 homes have 
washers. 

625,000 toasters were sold and 
many less than 3 of 10 homes have 
toasters. 

And so we could go on through 
the list. Here is evidence that 
prices and terms are not taking all 
of the opportunities for selling 
away from that honest merchant 
who feels that he must make a prof- 
it on his goods. 

Now what to do: 

Let’s do like Willie Keeler. Let’s 
“hit ’em where they ain’t.” 


Or, putting it in plainer mer- 
chandising language, let’s sell to 
the people the cut price, long term 
and premium merchant has not 
sold. Some customers have as 
much dignity as a storekeeper and 
they decline to buy when too 
strong inducements make them sus- 
picious of the offer—just like the 
man on the street who declines to 
buy a “Diamond ring that I just 
found” from the tough looking guy 
with a soiled collar—if any. 

Here is a suggestion: 

Every merchant has a trade dis- 
trict in which he is interested. It 
will not be much of a task to learn 
of the new electric light customers 
in this neighborhood. Any public 
utility, we believe, will be glad to 
tell a reputable merchant this fact. 
Public utilities have been accused 
of many things but they have never 
been accused of standing in the way 
of getting more current use on ex- 
isting lines. Tell them you want 
the names of new customers as a 
basis of selling good appliances. 

Then start a census of your cus- 
tomer families as to the electric ap- 
pliances they own. A young woman 
employed for this service will bring 
in surprising results—if she is the 
right one. 

Then try to sell appliances to 
people who have none, or better 
than that: 

Make up a definite prospect list 
for washers among the people who 
do not own washers, and so on. 

But be sure when undertaking to 
sell appliances you know the story. 
It really is a beautiful story—this 
story of miracle housekeeping with 
electric appliances. It includes 
better washing without rubbing and 
in a fraction of the time; better 
toast without burnt fingers; clean- 
ing without dust or sore muscles 
and so on. 

These prospects have had the 
strength and dignity to resist the 
unethical inducements and so you 
can forget competitors and go about 
your selling in peace and happi- 
ness. 
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The Author preparing a meal 
E have lived on the farm be- 
fore and since electric 


\ \ power was installed. 

The average farmer’s day, previ- 
ous to the time when electricity was 
carried into the rural districts, was 
from daylight until dusk. The 
amount of work accomplished after 
dark was little and under unsatisfac- 
tory conditions, with the aid of the 
lantern for barn chores, etc. 

With the help of electricity much 
work that previously had remained 
undone, because of insufficient labor 
to accomplish it in the daylight 
hours and inadequate lighting facili- 
ties at night, is being accomplished. 
The aggressive farmer of today has 
his dairy equipped as finely as any 
pasteurizing plant operating within 
city limits where the access to elec- 
tricity is no better than in the rural 
sections. 

One walks into a well built, well 
ventilated dairy with automatic 
drinking fountains, concrete floors 
and sanitary stanchions, after dark 
and the building is brightly illumi- 
nated with electric lights. A milk- 
ing machine electrically operated is 
in operation, bringing the milk to us 
in a clean, efficient manner at a 
great saving of labor and in a far 
cleaner manner than the old method 
of the stool, the pail, and the fre- 
quently unclean condition of the 
milker. 









and 


VE HAVE LIVED 


on the Farm Before 


Since Electric 


Power Was Installed. 


By Mrs. Menzo Lloyd 


Lloyd Fruit Farms, Weston, Pa. 


Poultry raising and egg produc- 
tion is no longer a warm weather 
business, necessitating putting eggs 
in cold storage until winter, when 
usual production is at its lowest ebb. 

Today it has been found that egg 
production has been greatly in- 
creased by prolonging the daylight. 
The only way this can be safely ac- 
complished is by the use of elec- 
tricity. It is now possible to retire 
for the night, when desirable, and 
have the poultry day begin many 
hours before it is necessary for the 
farmer to get up, by installing an 
electric switch in conjunction with 
an alarm clock. The alarm, at the 
designated time, throws the switch, 
and the poultry day is begun. By 
virtue of water running into the 
coops and the grain scattered into 
the litter after the birds have gone 
to roost, everything is in readiness 
for their day. p 

One could go on for great space 
telling of the many uses for elec- 
tricity on the farm. Electrically 
operated grading machines for fruit 
and vegetables, electrically operated 


refrigerating plants, heaters, etc. 

Let us now go to the home. And 
many of us know of the various in- 
conveniences that were endured on 


the farm previous to the day of elec- 


tricity. Seven years ago our home, 
of bungalow type, having a living 
room 36 ft. by 27 ft., was entirely 
without electricity. You can appre- 
ciate the discomforts in a room of 
this size with only the old type of 
kerosene lamp. 

The consequence was that in the 
evening, instead of keeping abreast 
of the times on farm news, current 
events, etc., we would be inclined to 
retire at a very early hour because 
of eye strain from inadequate light- 
ing facilities. 

The house was fitted up with mod- 
ern plumbing, but the water was 
pumped by a ram to a tank on a hill 
back of the house, and then flowed 
into the house by gravity. This was 
very fine when the ram operated as 
a good ram should, but it seemed to 
me that too many bitterly cold morn- 
ings were spent in thawing out the 
ram even after the precaution of 





A country home with all ‘modern advantages 
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putting an oil stove or some similar 
form of heat in the shed to prevent 
freezing. 

So the solution of our problem 
seemed to be electric power. And 
electric power was installed. Our 
living room has been converted into 
a most comfortable room for evening 
recreations; the house pipes are 
filled with water by an electrically 
driven and automatically controlled 
pump. The bathrooms are fitted 
with modern plumbing, while the 
water is pumped to a good elevation, 
thereby enabling us to obtain suffi- 
cient head to operate a very satis- 
factory shower bath. 

Because of the type of our home, a 
summer type of bungalow, and the 
size of our living room, heating in 
our very cold winters became a 
serious problem. A’ small type boiler 
had been installed for spring and 
fall heating only, but for zero or be- 
low we were confronted with trouble. 
It has not been unusual in very cold 
weather to get up in the morning 
and find the temperature of the 
living room down to 34 deg. 

By firing the little boiler to the 
maximum and running the big fire- 
place very hard, it was possible to 
get the temperature of our living 
room up to 65 or 70 deg. by noon. 

It was then decided to install a 
larger boiler and increase the amount 
of radiation, when the senior mem- 
ber of the family happened upon the 
“Electric Furnace Man.” This was 
our salvation. This little apparatus 
was installed in the original boiler 
that I have spoken of and, being elec- 
trically driven, is going night and 
day. So, without installing any addi- 
tional radiation, we are able to keep 





This range cooks the meals while the family goes to church 


the temperature of the house at 70 
deg. or higher, if desired. We were 
able to abandon the use of the more 
expensive grades of anthracite coal 
and reduce our coal bill to less than 
one-half. 

Our kitchen is equipped with an 
electric range; no other method of 
cooking is used, and it is a real com- 
fort to place a well selected dinner 
in the oven and drive off to church, 
nine miles away, and come home to 
a dinner that is ready to serve. An 
electric fireless cooker is preparing 
our hot cereals while we sleep. 

The electric refrigerator has made 
it possible for us to keep larger quan- 
tities of food for longer periods of 
time. 

We have two dams on our farm, 





Electricity works in farm buildings while family sleeps 
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but only once in the last seven years 
have these frozen sufficiently to en- 
able us to store ice. This is because 
they are fed by spring water—so it 
was necessary to have ice brought 
from town at considerable incon- 
venience. 

The water for bathing and general 
purposes is heated by a small ‘“Elec- 
tric Furnace Man” in a_ small 
“Bucket a Day” stove in the cellar, 
and supplies us with an abundance 
of hot water at all times. 

An electric fan helps to keep the 
air in circulation in the kitchen on 
hot days in summer, and is a very 
valuable asset in ventilation in the 
sick room. 

The electric percolator, the toaster 
and the greaseless, smokeless waffle 
iron, whilé not necessities, have a 
very comfortable place on our table, 
and are the means of serving better 
foods in better ways and in much 
less time. These things may at one 
time have been termed “luxuries for 
the farmer’s wife,” but they <re now 
within the means of the aggressive 
farmer, and after all who is more de- 
serving of these than the “farmer’s 
wife,” who until recently has been 
deprived of all the conveniences en- 
joyed by her city sister? 

The electric washing machine has 
been a decided labor saver. The ma- 
chine is doing the work now in a 
better and quicker manner and while 
the housewife busies herself with 

(Continued on page 140) 
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$15 for the Best Title for this Picture $15 











1—Contest closes July 5. 5—The winner will be announced in the second issue of 
2—Contestants must be connected with the retail sales the ELECTRICAL Goops following this issue. 


of appliances or radio. 6—The Staff of ELECTRICAL Goops SECTION will be 


3—Print your name plainly, address, store you are con- judges. 
nected with and position occupied. SPECIAL—Please do not tear the page from this 
4—In case of tie each contestant will receive $15. magazine. , 


Address—Title Contest, ELECTRICAL Goops SECTION, 239 West Thirty-ninth Street, New York City 
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Century 12-in. 3-speed 
Portable Oscillating 
Fan A. C. and D. C. 





Comfort » Convenience » Construction 


Century Fans sell easily and stay sold because they are built to exactly 
the same standards that have made Century Motors so well and favor- 
ably known. They possessall of the sales features that appeal to fan buyers. 


COMFORT... They move an unusually large volume 
of air....Their slow oscillating speed makes the air move- 
* ment effective longer and much farther away from the fan. 


CONVENIENCE ... They are easily handled and con- 
trolled. A handle for easy carrying is secured to the top 
of the motor frame. There is a 3-speed switch in the base. 


CONSTRUCTION .. . Lifetime service is assured. Oscil- 
lating mechanism is fully enclosed and packed in graphite 
grease.... Motor is fully enclosed, to exchude dust, dirt 


and moisture. 


Century Fans Build Business 
The Century Fan Line Includes ; 


Stationary 9-inch Portable, 1-speed switch in base, for A. C. 

Oscillating 9-inch Portable, 1-speed switch in base, for A. C. 

Oscillating 9, 12 and 16-inch Portable, 3-speed switch in base, for A.C. and D.C, 
Ceiling 60-inch sweep, 3-speed, for A. C. and D.C. 

Ventilating 16-inch, 3-speed, for A. C. and D. C. 


CENTURY ELECTRIC COMPANY 
1806 Pine St. St. Louis, Mo. 
Made by the Manufacturers of the Famous Century Motors 





FAN S 
33 Stock Points in the United States and More Than 50 Outside Thereof 
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American Electric Appliances 
in a British Store 


MERICAN electrical manu- 
A facturers have in the past 
claimed large interests in 
the British markets, do so today, 
and undoubtedly will continue. We 
owe to America the introduction of 
the electric iron, yet of late Ameri- 
can makers have lost the major por- 
tion of sales, owing to the splendid 
range of British manufactured 
irons. 

The electric cleaner, next, was 
very prominently introduced into 
this country from the States and 
still claims a good percentage of 
sales. 

Here in Bradford the district 
sales agency for Hoover suction 
sweepers gives me to understand it 
is the leading area for sales in 
Europe; 800 to 900 machines sold 
annually is to their credit, whilst 
they have carried off window dis- 
play awards, and individual sales- 
men’s merit awards on‘various oc- 
casions. 

In connection with my own store 
I have within the last four years 
stocked the following machines of 
American manufacture, whilst to- 
day I stock only five makes: 

Hoover, Cadillac, Thor, Premier 
and Hamilton Beach. 

Competition is certainly increas- 
ing from German manufacturers of 
vacuum cleaners and the cylinder 
models having the enclosed bag are 
obtaining prominent sales records. 
However, an American cleaner takes 
some beating. In this class of goods 
there is little to complain of except 
the price. 

It is a very regrettable feature 
that these machines are considerably 
dearer in this country than in the 
States and it amounts often to the 
extent of 25 per cent. 

Regarding packing, the only im- 
provement to be desired is to ensure 
no movement of machines in their 
respective cartons during transit. 
This side movement observed in 
many different methods of packages 
has caused a bursting of the carton 


_and in some cases damage to frame. 


© 


‘THs interesting account of 

American electric appliances 
in England is written by H. Lan- 
caster, a manager in the hardware 
store of Taylor & Parsons, Ltd., 
of Bradford, a prominent indus- 
trial city of some 300,000 people. 
This store is well departmentized 
and gives much attention to house 
furnishings. Mr. Lancaster’s ac- 
count of the tool trade was printed 
in the last issue of Hardware 


Age. 

@ 

Thus the only suggestion we are 
constantly receiving is to endeavor 
to obtain a substantial price reduc- 
tion to place it within the means of 
far greater numbers of new elec- 
trical consumers. 

Domestic appliances, percolators, 
kettles, toasters, etc., are not very 
strong in sales. This is due to the 
English method of living; substan- 
tial midday meals are provided and 
nothing has as yet been able to com- 
pete with the British electric cooker, 
especially since the introduction of 
the indestructible boiling plates. 
Grills are used for toasting purposes, 
whilst percolators, owing to price at 
present, are indeed a luxury. 

Then the British manufacturers 
are coming forward with ‘good, rea- 
sonable, well designed electric ket- 
tles, immersion heaters, etc. 

In electric washers, America still 
leads the way, but here again bulk 
freightage makes the price somewhat 
prohibitive to a large majority of 
prospective clients. With regards 
design, weight, compact arrange- 
ments, foolproof, reasonable useful 
life, etc., nothing more is to be de- 
sired except placing them on the 
British market in the neighborhood 
of $100. 

The sales for American electric 
washers is increasing, yet the main 
feature difficult to explain to the 
buying public over here is the possi- 
ble way of handling heavy blankets 
in the small, compact rollers of your 
wringer. 

Then the question of spares, re- 


newals, etc., to these machines is one 
more efficiently dealt with by Amer- 
ican distributors of late and pur- 
chasers take these machines with 
confidence that later such necessary 
spares may be obtained with ease. 
Whilst we have several British 
washers now on the market, in 
many cases the American machines 
have, up to a certain point, been 
copied and the British machines gen- 


erally are much heavier and not very 


competitive in price. 

Then ironers, electric and gas 
heated American manufacturers are 
largely concerned. Usually the 
goods are competitive in price and 
very efficient in action. 

This country is developing rapidly 
a demand for an electric refrigerator 
for domestic purposes. Several 
British firms manufacture these 
plants but are mostly concerned with 
commercial models for storage and 
the ice plant is somewhat bulky. At 
the moment none in this country 
seem concerned in the demand for 
cabinet models for domestic purposes 
such as manufactured by Servel, 
Ltd., and Kelvinator. 

Here, again, an immense rush 
would be made if they could be dis- 
tributed to the public at a price 
somewhere about $150. 

In this class of business the firm 
of Electrolux, Ltd., have made good 
business during this last season or 
two. 

It is easy to be seen, therefore, the 
British market is particularly good 
for American exporters of domestic 
electric appliances for vacuum 
cleaners, washers, ironers and refrig- 
erators, also fairly good for toasters, 
curlers, kettles and percolators. 

Another section of the British 
electrical store distributes several 
accessories of American manufac- 
ture and as such have no competi- 
tion in the case of rotary snap 
switches in the-German or British 
makes, where quality is considered 
and iron connectors of “Arrow E” 
and “Beaver” are everyday lines, 

(Continued on page 140) 
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An Apprec iation anda Promise 


Concerning ~— 


STAR Flashlights 


TheNEW BRIGH 


<iuprome in 








HE response to our Bright Star 
sales proposition on the part 
of the better class dealers all over 
the country, is much appreciated. 


It is an unmistakable indication 
that the legitimate dealer is quick to 
sense and properly value the efforts 
of the manufacturer who sincerely 
wishes to direct his distribution 
through regular channels—who re- 
alizes that his success depends en- 
tirely upon the success of his outlets. 


We wish, therefore, to express our 
thanks to our dealers for their ap- 








Sueryy Test, > 


— 


preciation of a policy which is stead- 
fast and loyal to their interests. With 
your support, we shall continue the 
consistent Bright Star sales policy 
which assures your sustained and 
liberal profit. 


Spring, with its increased outdoor 
activity, is here — NOW is the time 
to arrange for your stock of Bright 
Star Flashlights. Remember— prices 
have not been increased! If you 
have not sent for the new illustrated 
catalog of Bright Star Flashlights, 
ask your jobber for it today, or 
write direct to us. 


BRIGHT STAR BATTERY COMPANY, HOBOKEN, N. J. 


Makers of the famous Bright 
Star Flashlight Products, Ra- 


dio Ratteries and Dry Cells 





BRANCH: CHICAGO, ILL. 
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EIGHTEEN YEARS BUILDING THE QUALITY LINE 
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Tea or Coffee 


in the Interest of Your Pocketbook 





ee Empire scores a salesmaker. This time, the New 
Empire Combination Tea and Coffee Percolator. It makes 
either tea or coffee electrically, faster, and better than most 
common methods. No foreign tastes. 
Put it on your counter in its display carton. If novelty and 
practicability mean anything, it will virtually sell itself. 
And ask for the Empire Percolator and Appliance Catalogue 
for details—in the interest of your pocketbook. 


METAL WARE General Offices and 


FS, factory: 
CORPORATION SQ TWO RIVERS, WIS. 





Chica Minneapolis 
New York , Louis 
San Francisco Los Angeles 


EXPORT DISTRIBUTORS: 
International General Electric Co. and John H. Graham Co. 


SOLD THROUGH JOBBERS 


















Confidence in Phkaupin, 


Brand 


Tungsten Lamps are shown by 20,000 
. retailers and 500 jobbers who sell them. 


ee Z Consolidated Electric 


140 Maple St, DanVers 


“Licensed snes "a General Ble 
trie C P "s Lamp 
Patents.” 
















There’s a Mine 
of Information 


vitally-important facts, live mer 
chandising ideas and sales-produo 
ing methods in HARDWARE AGE 
each week. Make it a habit to read 
your business paper regularly and 
thoroughly. 

















The Title Is 


**None but the Neat Deserve 
the Sweet”’ 


The $15 Prize 
For the best title for picture in Sepia Section of next to 
last issue was won by 
Mrs. Waldo Willis, 
Waldo Willis, Inc., 
2106 Park -St., 
Jacksonville, Fla. 





Some Hardware Dealers Profited 


(Continued from page 111) 


increases to retailers for the month around 10 per 
cent. Mr. Hegner thinks few of them had an increase 
of 10 per cent. He didn’t, but excellent train service 
and nearby Pittsburgh may have militated against his 
sales in a suburban store. 

This is clear—the sales of the Du Quesne company 
indicate that the advertising went across. People 
must have been in a mood to buy waffle irons, but whole- 
hearted support of the drive was spotty. 

“All in all,” say Hegner and Ewald, the sponsors, 
“the effort was worth all it cost. The results, in our 
opinions, presage better things to come.” 

And this is the opinion of retailers, who are taking a 
long look ahead. 


Many Sided Merchandise 


LECTRICALLY operated sprays bid fair to be- 
ee an important article of merchandise be- 
cause of the many uses. An electrically operated 
spray can now be used for plants, for disinfectant 
spraying in the house and for light painting jobs, such 
as furniture, screens and the like. If the price seems 


a trifle high, the many uses can be quoted and the de- 
gree to which such a sprayer saves human energy is 
amazing. 
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Now Comes the Radio Trade Show 


business during the coming year can be made 

to justify a trip to the market place, should 
join the throng that will gather in Chicago June 11 
to 15, or he should 
send his radio man- 
ager, for the Second 
Annual Radio Trade 
Show and Fourth 
Annual Convention. 

There is a _ pos- 
sibility of more 
radio trade educa- 
tion in these few 
days in Chicago 
than can be ob- 
tained in your own 
store all year. All 
of the leaders and 
followers of the 
radio industry will 
be there, with 
nothing to do but 
talk and plan radio 
sales for the coming 
season. 

The 1928-29 lines 
will be on view and 
here the radio seller 
can make his com- 
parisons, learn of 
the good points of 
competitive lines 
and see the very lat- 
est ideas in radio 
display and demon- 
stration. 

As this is a trade 
show conducted by 
the Radio Manufac- 
turers Association for all DEALERS and for dealers 
ONLY—not the public—the exhibitors will have time 
to talk to dealers about the points the dealers are in- 
terested in. 

The exhibits will be manned by people who will talk 
in trade terms and will not be overcharged with a 
stream of talk for the consumer, neither will they be 


NY hardware dealer who believes that his radio 





afraid to mention discounts and trade prices for fear 
some consumer who is on the point of buying a set 
will hear. 

Within these few days there will be meetings in the 
Stevens Hotel 
(where the show is 
held) of the radio 
Manufacturers’ 
Association, of the 
Radio Wholesalers’ 
Association ‘and 
probably other meet- 
ings. Only a few of 
these meetings are 
“closed membership” 
sessions, so the deal- 
er can sit in on 
much of the discus- 
sion. One session is 
devoted especially to 
distribution prob- 
lems and the Dealer 
Section of the Fed- 
erated Radio Trade 
Association will 
participate in this 
meeting. 

There will be 
meetings at which’ 
broadcasting will be 
discussed and Earl 
C. Anthony, presi- 
dent of the National 
Broadcasters’ Asso- 
ciation, and Ira E. 
Robinson, chairman 
of the Federal Radio 
Commission will 
speak. 

The exhibits will 
be open to trade visitors each afternoon and until 10 
p. m. each evening except Thursday, the occasion of 
the annual banquet. Aside from the regular exhibit, 
there will be many demonstration exhibits in the head- 
quarters rooms of the companies. The exhibit space 
has been oversold, which indicates a tremendous inter- 
est in the radio industry. 








The Abox Company 

The Acme Elec: & Mfg. Co. 
A, C. Dayton Company 
The Acme Wire Company 
Adler Mfg. Company 
Aerovox Wireless Corp. 
Aero Products, Inc. 


All-American Mohawk Corp. | 
Allen-Bradley Company | 
Aluminum Co. of America 
American Bosch Mag. Corp. 
American Mech. Labs. 
The Amrad Corporation 
F. A. D. Andrea, Inc. 








Exhibitors at Second Annual R. M. A. Trade Show 


Best Mfg. Co. 

Birnbach Radio Company 

L. S. Brach Mfg. Co. 

Bremer-Tully Mfg. Co. 

Bright Star Battery Co. 

Brooklyn Metal Stp. Co. 
(Continued on next page) 


Apex Elec. Mfg. Co. 
Arco Electrical Corp. 
Arcturus Radio Company 
Atwater Kent Mfg. Co. 
Argus Radio Corp. 
Belden Mfg. Company 
Benjamin Elec. Mfg. Co. 
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Exhibitors at Second R. M. A. Trade Show 


Brown & Caine, Inc. 
The Buckeye Mfg. Co. 
Buckingham Radio Corp. 
D. K. Bullens Co. 
Burgess Battery Co. 
Bush & Lane Piano Co. 


Carter Radio Company 
Case Electric Corp. 
The Caswell Runyan Co. 
Cc. E. Mfg. Co., Inc. 
The Celoron Company 
Central Radio Corp. 
Central Radio Labs. 


Chicago-Jefferson Fuse & Elec. 


oO. 
Chillicothe Furniture Co. 
Continental Fibre Co. 
Cornish Wire Co. 
Crosley. Radio Corp. 


Crowe Name Plate & Mfg. Co. 


E. T. Cunningham, Inc. 


Day-Fan Electric Co. 

De Jur Products Co. 

Tobe Deutschmann Co. 
Diamond Electric Corp. 
Diamond Vacuum Prod. Co. 
Dongan Elec. Mfg. Co. 
Dubilier Condenser Corp. 


H. H. Eby Mfg. Co., Inc. 
The Ekko Company 
Electrad, Inc. 

Electrical Research Labs. 
Elgin Cabinet Co. 

Elkon Works, Inc. 
Essenbee Radio Devices Co. 
Excello Products Corp. 


Co. 
Inc. 


Fansteel Products Inc. 
Farrand Mfg. Co., 
John E. Fast, Inc. 
Federal Furniture 
Federal Radio Corp. 
Ferranti, Inc. 

Robert Findlay Mfg. Co. 


Factories 





Formica Insulation Co. 


Freed-Eisemann Radio Corp. 


French Battery Co. 
Chas. Freshman, Inc. 
Herbert H. Frost, Inc. 


General Dry Batteries, Inc. 
General Radio Company 
General Instrument Corp. 
General Transformer Corp. 
Gold Seal Electrical Co. 
Grand Rapids Furn. Co. 
Gray & Danielson Mfg. Co. 
A. H. Grebe & Co. 
Green-Brown Mfg. Co. 
Grigsby-Grunow Co. 


Hamilton Mfg. Co. 
Hammarlund Mfg. Co. 
High Frequency Labs. 
Howard Radio Co. 
Hoyt Electrical Inst. Co. 
H. L. Hubbell Mfg. Co. 
Hyatt Electric Corp. 


International Resistance Co. 


Jewell Electrical Inst. Co. 
Jensen Radio Mfg. Co. 


Howard B. Jones 


Karas Electric Co. 

S. Karpen & Bros. 

Kellogg Switch & Sup. Co. 
The Ken-Rad Corp. 

King Mfg. Corp. 

Kingston Products Co. 
Knoxville Table & Chair Co. 
Kodel Radio Corp. 

Kolster Radio Corp. 


MeMillan Radio Corp. 

The Magnavox Co. 

Maring Wire Co. 

Marti Elec. & Mfg. Co. 
Micarta Fabricators Co. 
Minerva Radio Co. 

Molded Wood Products Co. 
Leslie F. Muter Co. 


National Carbon Co. 

National Company, Inc. 

National Vulcanized Fibre Co. 

Newcombe-Hawley, Inc. 

Northern Mfg. Co. 

Northwestern Cooperage & 
Lumber Co. 


O'Neil Mfg. Company 
Operadio Mfg. Co. 
Pacent Electric Co., Inc. 
Perryman Elec. Co. 
Philadelphia Stor. Bat. Co. 
Philmore Mfg. Co. 

The Pierson Co. 

Platter Cabinet Co. 
Polymet Mfg. Co. 

The Pooley Co. 

Potter Mfg. Co. 

Precision Products Co. 
Premier Radio Corp. 


Q. R. S. Music Co. 


R. B. M. Mfg. Co. 
Racon Elec. Co., Inc. 
Radio Corp. of America 
Radio Master Corp. 
Radio Receptor Co. 
Raytheon Mfg. Co. 

Red Lion Cabinet Co. 
Reichmann Co. 

H. T. Roberts Co. 

Rola Company 


Samson Elec. Co. 
Sandar Corp. 
Sangamo Elec. Co. 
Scovill Mfg. Co. 
Sentinel Mfg. Co. 
Shamrock Mfg. Co. 
Showers Bros. Co 
Silver Marshall, Inc. 
Slagle Radio Co. 
Sleeper Radio & Mfg. Corp. 
Sonatron Tube Co. 








Sparks-Withington Co. 
Splitdorf Radio Corp. 


3tandard Piano Bench Mfg. Co. 


Standard Rad&® Corp. 
Steinite Radio Corp. 
Sterling Mfg. Co. 
Stevens & Co. 

Stewart Industries, Inc. 
Stewar-Warner Speed. Corp. 
Sunlight Lamp Co. 
Super-Ball Antenna Co. 
Superior Cabinet Corp. 
St. Johns Table Co. 
Sylvania Products Co. 
Teletone Corp. 


Televocal Corp. 
Temple, Inc. 


Timmons Radio Products Corp. 


Thordarson Elec. Mfg. Co. 
Tower Mfg. Corp. 
Transformer Corp. of Am. 
Trav-Ler Mfg. Corp. 
Tyrman Radio Corp. 

The Udell Works 


United Cabinet Mfg. Co. 
United Radio Corp. 
Utah Radio Prod. Co. 
Victoreen Radio Co. 


Walbert Mfg. Co, 
Wasmuth-Goodrich Co. 


Watsontown Table & Furn. Co. 


Webster Co. 

Webster Electric Co. 
Wells-Gardner Co. 
Weston Elec. Inst. Corp. 
Wilcox Laboratories 

The Wolf Mfg. Industries 


Yale Etec. Corp. 
Yaxley Mfg. Co. 


Zenith Radio Corp. 




















- In Florida, 
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50% gain 












It 

I 

t The Baird Hardware Co. of Gaines- 
lt ville, Fla., find that their customers, 





like the customers of other hardware 
dealers in all parts of the United 
States, are glad to buy Hygrade Lamps, 
if the lamps are placed where they 
can be seen. 


For, although Baird’s Hygrade volume 
has always been satisfactory 
and profitable, the very com- 
plete display illustrated here 
increased their sales fifty per 
cent. 
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HYGRADE LAMP CO 
(S SALEM Mass 


GENERAL OFFICE 
Licensed under General Electric Company’s Incandescent Lamp Patents 


AND FACTORY 
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SOLD BY JOBBERS 
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Who is getting the Retail Money? 


This line represents the $40000000000 retail trade in 1927 
eee el i ss ST 
Below, this line is broken into sections according to Dr. Nystrom’s figures 


63.75 7 
to Unit 
Stores 


16.5% to 
Department 
Stores 


127% to 4Zto 2.5% to 
Chain Mail Order 
Stores Houses F— 


Company 
Stores Bell Ringers Co-op Stores 


1% to 257 to 





Combining the unit store and department store percentage, we 
SS Sa 
get this line of 80.25 7% to independently owned stores 


RE we talking too much about 
A side tracked retail volume? 
This question is suggested 
by an analysis of the retail volume 
by Dr. Paul Nystrom, professor of 
Marketing at Columbia University, 
New York City, published recently 
in the Journal of Commerce. Dr. 
Nystrom has served as executive 
director of the Retail Research 
Association and obtained that post 
because of his services to several 
large corporations for which he had 
made merchandising studies. 

Dr. Nystrom places a value on re- 
tail trade of $40,000,000,000, a 
stupendous sum. He then separates 
this great amount of money as fol- 
lows: 

16.5 per cent to department stores. 

12 per cent to chain stores. 

4 per cent to mail order. 

2.5 per cent to company stores. 

1 per cent to bell ringers. 

0.25 per cent to co-op associations. 

63.75 per cent to unit stores. 

Unit stores are those privately 


owned. As department stores are 
chiefly privately owned, these and 
the unit stores can be combined. To- 
gether they get slightly more than 
80 per cent of the total. Chain store, 
in this analysis, is considered as five 
stores or more owned and operated 
by one company. 

The grocery field has been the 
center of attack of the chain stores 
and_it is estimated that 33 per cent 
of the grocery business is done by 
the chains, although there are still 
five times as many unit stores as 
chain stores in the grocery field. 

This is not an effort to belittle the 
chain store as a factor in merchan- 
dising. It is merely a presentation 
of facts as they exist. 

According to present plans which 
are shown to us by promoters and 
others interested in chain store 
operations, the chains expect to 
greatly increase this percentage. 

We believe that it is up to the 
independent merchant as to whether 
the chains are successful in this plan. 


If the independent merchant con- 
tinues to regard this sidetracking 
of 12 per cent of the retail volume as 
a menace and speaks of it with 
hatred, undoubtedly the chain pro- 
moters will succeed. 

If the independent merchant will 
forget his fear and regard the chain 
store as a merchandising experi- 
ment, will study the system and take 
from them the things that are good, 
he has an opportunity to hold the 
line. 

Chain stores and department 
stores as well have long since real- 
ized that a universal rate of markup 
on all merchandise is not good busi- 
ness. Quick turning staple lines 
carry a markup according to their 
safety and a fair profit. Slow turn- 
ing lines and style goods carry a 
large markup. 

A merchant who expects to hold 
his own with the chain store today, 
must combine good buying with good 
merchandising. The independent 
has many social advantages. 
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BY MRS. THOMAS L. SHARP 
SHARP HARDWARE CoO., 


Fort Wayne, Ind. 

ELEN D. CRAWFORD por- 
H trayed good salesmanship 

by being willing to show Mr. 
and Mrs. W. the article in which 
they were interested, and by direct- 
ing their attention to other items. 
She was polite and courteous. She 
did not become angry at them be- 
cause they went out of the store 
without making a purchase. 

Her kindly good-bye and sincere 
invitation to come again insured 
their friendship and future trade. 
No doubt they will come back when 
they are ready to buy. 

In this day and age, under the 
brisk competition for patronage, 
politeness and _ generosity count 
much for capital in trade. Happily, 
the impolite clerk is in the minority, 
for the simple reason the majority 
have found politeness does pay and 
often quite handsomely. A _ good 
clerk never remains long a mere 
clerk. Invariably, it is politeness 
that releases him or her for bigger 
and better positions. 

In business affairs, it is the man- 
ner in which even small matters are 
transacted, that often control peo- 
ple’s decisions. Salesfolk must be 
critical of some things. They fre- 
quently have to tear down existing 
ideas and prejudices before they 
can build up a correct conception 
of what they are selling and what 
it means to the prospective pur- 
chaser. However, they will be 
courteous always, never forgetting 
that modern business conditions re- 
quire the most skillful tact and di- 
plomacy in handling people. A freez- 
ing dignity and cold discourteous 
manner are repellant and drive trade 
away. 

If Miss Crawford had not been 
willing to answer all the questions 
asked by Mr. and Mrs. W. but had 
displayed an impolite, uninterested 
disposition, the couple would have 
left the store with a vow upon their 
lips to buy elsewhere when ready. 
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Mrs. Thomas L. Sharp 


Science tells us that we give 
twenty-five times as much attention 
to eye suggestions as we do to ear 
suggestions. It is a proven fact that 
the public today buys what it sees. 
If merchandise is where it will at- 


© 


NDER the headline “Over 

the Counter” there appeared 
on page 24 of the March 29 issue 
of the Evecrricat Goops SEcTION 
a sketch of the conversation be- 
tween Miss Helen D. Crawford, 
saleswoman, and Mr. and Mrs. 
W., prospective customers. We 





asked for discussion of the inci- 


dent. Several discussions have 
been received and we here print 
some of them. You will doubt- 
less recall that Mr. and Mrs. W., 
elderly people, inquired about a 
high priced percolator set, prom- 
ising to buy later. 


© 





the customers will 


tract the eye, 
walk right in. Mr. and Mrs. W. 
became interested because they saw 
the coffee set so attractively dis- 
played in the window. Goods which 
are well displayed are half sold. 
Selection of the item wanted is made 
easier and much time is saved for 
the busy shopper, as well as for the 
salesman. 

It is also becoming more apparent 
that the public wants to see what 
it buys. This is why mail order 
houses are opening display stores in 
all parts of the country. 

The first step toward making a 
sales record is to find the custom- 
ers. A store sufficiently interesting 
to keep people coming into it day 
after day will get prospects for the 
sale of new merchandise. 

Quality merchandise brings repeat 
sales, lessens service costs and makes 
friends for the store. Therefore, 
the merchandise which is displayed 
in the store and its windows should 
be the very best possible. The goods 
should be those which are in demand. 
Old, out of date or shelf-worn goods 
are useless, and only hinder a clerk 
in making sales. Good salesman- 
manship should be a pleasure and 
pride of the merchant. 

Good salesmanship was further 
demonstrated by Miss Crawford in 
her honesty. She told her prospect- 
tive customers the absolute facts in 
every detail concerning the articles 
in which they were interested. She 


. did not misrepresent in any way, 


merely to induce them to buy. 

There is so muth deception and 
misrepresentation in the world to- 
day. People want the square deal 
and, when deceived will turn away 
from such treatment and patronize 
stores which do business justly and 
honestly. 

Miss Crawford gained the confi- 
dence of Mr. and Mrs. W. by her 
generosity, courtesy, and honesty, 
and thereby secured their future 
patronage. 

Therefore, in my opinion, Miss 
Crawford was absolutely right. 
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New Goods to Sell 


A Low Priced Cleaner 


The Univac cleaner is 
added to the line by 
Landers, Frary & Clark, 
New Britain, Conn., with 
a suggested retail price 
of $34.50, attachments $5 
additional. The cleaner 
is represented as stand- 
ard in size and per- 
formance and is designed 
merely to extend the 
market into this price 
field. 








New Voltage Regulator 


This AC voltage regulator is used 
where the radio receiver cord attaches 
to the outlet. It is to prevent a too 
heavy charge of electricity reaching 


WIRT 
A-C VOLTAGE 
REGULATOR 


INDICATOR 





PINS TO 
TURN THIS CONVENIENCE 
RING TO OUTLET 
CONTROL 
VOLTAGE 


the tubes. It is made by the makers of 
Dim-a-lite devices. Some dealers are 
installing it with all-electric sets as 


regular equipment. The Wirt Co., Phil-~ 


adelphia. 





Intermediate Base Lamp Holders 


A line of wiring devices with inter- 
mediate screw shells is announced by 
the Bryant Electric Co., Bridgeport, 
Mass. They are for use with the new 
intermediate size lamps. The items 
illustrated are brass shell pull socket, 
9615; composition candle pull socket 


with paper jacket, 9640; porcelain- 


cleat receptacle, 9653; porcelain sign 
receptacle, with removable ring, 9690; 
adapter, 9691. 


© | 


9615 





9640 


9690 9691 


. All Electric Radio Receiver 


Apex model No. 36 All Electric re- 
ceiver is a neutrodyne circuit, employs 
standard AC tubes—7 of them. The 
manufacturer places much emphasis on 











APEX ALL ELECTRIC ' 
ao 


b.. a e inca ll é c eee 


the “velvety control.” Finished in wal- 
nut (satin) with bright metal orna- 
ment on cover. Suggested price $85, 
less tubes. Apex Electric Mfg. Co., 
1410 West 59th St., Chicago. 











House Current Radio 


“The Great Eighty” is the name 
given by Freed-Eisemann Radio Corp., 
Brooklyn, to the new house-current re- 
ceiver. It is housed in metal cabinet, 





hammered silver effect. Walnut cabinet 
is optional. It is made for AC or DC 
current. Cabinet dimensions, 20%2x8x 
11. Eight tube neutrodyne circuit. 





Electric Range in Color 


Standard Electric Range No. 360 is 
designed especially for small homes. 
Three hotplates and oven 14x11%x18 
are featured in this model. Oven heat- 





ers recessed to give full cooking space. 
May be had in white or colors. Stand- 
ard Electric Stove Co., Toledo, Ohio. 


Electric Whist Broom 


This hand type vacuum cleaner is 
recommended for small uses, such as 
cleaning clothing, curtains, auto up- 
holstery and the like. Universal motor 





operates on 110 volts, 60 cycles. Over- 
all length 21 inches, weight 2 lb. 2 oz. 
Suggested retail price $6.95. The A. 
C. Gilbert Co., New Haven, Conn. 





Color for Curling Irons 


This new line of. Utility curling irons 
is made with white, black, blue, red, 
green or yellow baked enamel handles, 
with silk cords to match. Quality of 





plating, enamel, cords and heating ele- 
ment is made prominent in manufac- 
turer’s description. Utility Electric 
Co., St. Louis. 





New Ball Bearing Cleaner 


The Apex 43 is 
a new ball bear- 
ing model by the 
Apex Electrical 
Manufacturing 
Co. of Cleveland. 
Shipping weight, 
with tools, packed 
in two cartons, is 
only 21 pounds. 
The cleaner ready 
for work weighs 
but 10 pounds 
and stress is put 
on operating bal- 
ance. It is said 
to require no oil- 
ing. 








Price Correction 


On this page in the last issue it was 
reported that the suggested price of 
the W-P Corporation Airster fan was 
$12. That was an error. The price is 


$15. 





The price of the Universal Floor 
Polisher has been changed from $37.50 
to $33.75. 





The General Electric Co. cleaner 
which has sold for $49 with attach- 
ments will now be sold without attach- 
ments for $35. <A special set of at- 
tachments will be sold for $6.50. 
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A Most Remarkable Flashlight 


that specially “fits in” with quality hardware merchandise 
—and brings the hardware dealer a bigger profit 


Fig soromecmnper i in keeping with the 
character of the hardware business. 
That is the Ray-O-Vac Rotomatic Flash- 
light. People patronize the hardware 
merchant for quality merchandise —a bet- 
ter saw, a better hammer, a better grade 
of paint. 

It’s the same with flashlights. Your cus- 
tomers expect you to carry the best. And 
Ray-O-Vac Rotomatic is exactly that. It is 
named “‘Rotomatic” because of its switch. 
No other flashlight has one like it. Nine 
times in ten the life of a flashlight is 
measured by the life of its switch. THIS 
switch is built for lifetime service! 


The Rotomatic Switch is a separate, self- ° 


contained unit. It fits into the flashlight 
head. It is insulated with Bakelite. Only 
one small point forms contact with the 
battery. In just a jiffy it can be removed 
and replaced should it ever be necessary. 


From head to base, this flashlight is su- 


perior in every detail. A floating contact 
point insures positive electrical contact. 
New shock absorber construction protects 
the bulb. The case is ribbed for sturdiness. 
The base carries a spare bulb container. 

Ninestyles, fourtypes; two-cell and three- 
cell sizes. Two finishes: all nickel with 
black Bakelite switch; black Duco with red 
Bakelite switch and nickel trim. Packed 
in de luxe self-selling display case. Your 
customers will gladly pay a little more for 
this better flashlight—and you make a 
bigger profit! 

Nationally advertised in The Saturday 
Evening Post, Country Gentleman and 
newspapers. Order from your jobber today! 


FRENCH BATTERY CoO. 


Madison, Wisconsin 


Also makers of Ray-O-Vac “A”,“B” and “C” Radio 
Batteries, Ray-O-Vac Flashlight Batteries, Ray-O-Vac 
Telephone Batteries and Ray-O-Vaclgnition Batteries. 


Rotomatic Switch — 


it rotates. ..and it locks automati- 

cally. Like the safety on a firearm. 

The light will light only when 
light is wanted! 
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RAY-O-VAC BATTERIES FIT ALL FLASHLIGHTS AND MAKE THEM BETTER 








Electrical Goods Section 
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100 Uses for Electricity On Farms 


‘§ NVESTIGATION and experiments that have been 
1] conducted in twenty-four States during the last 

four years on the problems of farm electrifica- 
tion, are reported in a recently issued bulletin of the 
National Committee on the Relation of Electricity to 
Agriculture. This report summarizes the result of 
efforts that have been made to determine in what ways 
electricity may assist the farmer in more efficient 
methods and improve living standards of their rural 
home. 

This comprehensive report, “Electricity on the 
Farm and in Rural Communities,” is a 136-page bulle- 
tin containing 210 illustrations and 83 tables and 
gives general information as well as technical data 
on more than 100 uses for electricity that have been 
tried and found economically advantageous for the 
farm and farm home. 

While some of the apparatus described is only suit- 
able for certain sections of the country, most of the 
electrical devices are adaptable to the average farm. 
The photographs are all of actual installations and 
most of the tables show the operating efficiency and 
current consumption of the electrical helps that have 
been developed to secure to the American farmers the 
benefits of electricity. 

The committee on the Relation of Electricity to 
Agriculture is a cooperative organization organized 
in 1923 to give purpose and direction to a national 
movement looking toward the solution of the problem 
of getting electric light and power service to the 
farms of the United States. 

The present membership of the committee includes 
representatives of the following: American Farm Bu- 
reau Federation, American Home Economics Associa- 
tion, American Society of Agricultural Engineers, 
General Federation of Women’s Clubs, Individual 
Plant Manufacturers, National Association of Farm 
Equipment Manufacturers, National Electric Light 
Association, National Grange, National Electrical 
Manufacturers Association, U. S. Department of Agri- 
culture, U. S. Department of Commerce and the U. S. 
Department of Interior. 

This committee conducted its investigations through 
State organizations and universities. These agencies 
were found to be best qualified by previous experience, 
agricultural knowledge and trained personnel. 


We Lived On the Farm Before 
and After Electricity Came 


(Continued from page 127) 


some other work. 

The electric iron enables one to iron anywhere in the 
house that is desirable and without the drudgery and dis- 
comfort of keeping a very hot fire. 

In other words, electric power is economical because it 
is only being consumed while the work is actually going 
on. And when instructions for consuming current are 
carried out, it is within the reach of all. 

The vacuum cleaner is one of the best investments the 


housewife can make. The old method of sweeping with 
the broom and simply transferring the dust from the 
floors to the furniture, walls, pictures, etc., is no longer 
in vogue with the modern housewife. The new method 
of dusting and doing all other cleaning first, then last of 
all running the vacuum cleaner to collect all of the dirt 
that has fallen, is much to be preferred. 

The question you will ask now is, “But what about the 
expense?” The expense of operating all of this auto- 
matic machinery is surprisingly small. When one con- 
sumes electricity in large quantity the rate becomes 
cheaper because, like the “first hundred years,” etc., the 
first thousand kilowatts are the hardest. Our bills for 
operating these heating devices, cooking, pumping 
water, lighting barns and storages, operating cold 
storage plant for the storage of fruit, and supplying 
three families with light and water, are so little above 
the amount paid by the average home for light and gas 
that they are not to be considered in return for what 
we feel is one of the greatest boons to the farmer, elec- 
tric power. 


American Appliances in a 
_ British Store 


(Continued from page 130) 


meaning good business collectively throughout the year. 

Then for black adhesive tape, we stock nothing but 
American and it is prominent in demand, whilst also 
is American fiber. 

The writer must admit that the illumination de- 
signers among electrical contractors are lagging some- 
what behind Americans and the concealed lighting 
in shop window lighting schemes has but recently 
been very prominently and frequently adopted. The 
result is several special shades have come on the 
market to suit this scheme and the British and German 
manufacturers have resorted to glass shade with 
mirrored exteriors coated with paint to protect the 
mirror surface. 

American manufacturers, however, have come for- 
ward with an all metal reflector made of pure copper 
electrolytically deposited on pure silver, not an alloy 
and not silver plated. 

These in their turn, although being 50 per cent 
dearer than the silver backed glass ones of British 
manufacture and 300 per cent dearer than those of 
German manufacture, are gaining more sales and prin- 
cipally adopted in all new work. 

The reason for this is owing to the heat distributed 
by high wattage gas filled lamps is causing the silver 
backing to peel off the glass shades very soon. 

Being also an electrical consulting engineer, besides 
a commercial sales manager, I am often concerned in 
designing lighting schemes, etc. 

Within the next two months I hope to have com- 
pleted a church lighting installation carried out on a 
concealed lighting scheme where I have used through- 
out different patterns of the “Silverlite’’ reflectors. 

It will be the first done in this city and promises to 
be a complete success and one which will undoubtedly 
be copied later. Again compliments are due to America. 
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WALWORTH 


Walworth Company, General Sales Offices: 
51 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, III.; 
Greensburg, Pa., and Attalla, Ala. 
Distributors in Principal Cities of the World 


Walworth Co., Limited, 10 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 





CLOTH 
AND WIRE 
PRODUCTS 


“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
perience in wire cloth manufacturing. It 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
plete information and prices on request. 


BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons) Est. 1869 


518 Terrace Buffalo, N. Y. 














Robertson “Horseshoe Magnet” Hammer 


THE HAMMER 
HOLDS 
THE TACK 


The best permanent magnet hammer on the market. 


A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition. 














Name and design trade marks registered U. 8S. Pat. Off. 


ARTHUR R. ROBERTSON, 94 Portland St., Boston, Mass. 
Sole Manufacturer 





Osborne High Grade Punches 





Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Alse: 
a ya Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 


The above tools will Fe your customers, as well as eur 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful mana- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for Catalog. 


Cc. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 














Concerning Closets 


Closets are an eyesore in most 
homes—dark, crowded, the 7 
> littered with articles that should be hung 

HERE’S A SUGGESTION—USE PUSH PINS. 
> quickly pushed into walls or woodwork (without 
} damage) to hang up light articles. USE PICTURE 
HANGERS, easily driven in, to hang up heavier 
things. BE SURE THEY’RE , 


GR AFFCO Pushpins and 
Picture Hangers 
They profit dealers and please customers 3 
WRITE FOR CATALOG. GRAFF-UNDERWOOD CO. 
52 C Washburn Ave., Cambridge, Mass. 








SNELL BITS LEAD 


their own way through! 


Heavy construction calls for a bit 
that will stand the gaff. Bridge 
builders, miners, contractors, rail- 
road and shipyard workers need 
the Snell Construction Bit. 

Write today for folder and price list. 


a BIT 
Snell eeitnnmtes Co., Fiskdale, Mass. 


Sales Representatives: John H. Graham & Co., 113 Chambers St., 
New York City 





























DESIGN FORGED 


SUPER 
QUALITY BALANCED 














SCREW DRIVERS 
“The Tootv in the Plaid Bow 





AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS = SCREW DRIVERS - GLASS CUTTERS 
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TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


NY.) s On XO): 88) 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS + COTTON TWINES 
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KEEP YOUR LAWN MOWER SHARP 


Tell this to your customers and make 
an extra pot. The BERGHMAN 
LAWN MOWER SHARPENDPR is 
designed to sharpen all types of 
mowers and ranteed to do s0 
correctly. Full nickel plated steel 
body, forged bolt and nut, oil 

pe —— and an abrasive 
stone of the highest quality make the 
BERGHMAN a sharpener your cus- 
tomers will be glad to buy and to 
recommend. Nationally advertised in 
Better Homes & Gardens and in de- 
mand everywhere. Retails for $1.00. 


Send for sample order of one dozen in attractive display 
box and start selling now. 


B. Berghman Co. 
5737 W. Chicago Ave. 
Chicago, Ill. 


New York Representative 
D. M. Feder, 
132 Clymer St., Brooklyn, N. Y. 
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‘Goodrich 
Garden Hose 


Nation-wide consumer accep- 
tance; a variety of brands to 
meet the needs of every purse. 


THE B. F. GOODRICH RUBBER CO. 
Established 1870 Akron, Ohio 

















Please Your Customers 
by selling them the 
Moon Razor Blade Holder 


It holds any type of razor blade at any angle. 
Additional blades may be carried in the 
magazine handle. 

It pays to sell the best. 

Please order from 


Sales Representative 


John H. Graham & Co., Inc. 
113 Chambers St. New York City 


The =-¥39.68-S> Co. New Haven, Conn. 





Manufactured by 





**Rain Kings 
Increased Our 
Sprinkler Sales 140% 


and more than doubled our profits—” 
—La Grange Hardware Co., La Grange, Ill. 

Thousands of hardware retailers can tell the same story— 
that Rain Kings give them TWICE the volume and BE R 
than twice the profit on sprinkler business, due to quicker 
turnover and a higher average sale. 

Are you cashing in on the big profit making pie 
offered by this fast selling nationally advertised line of 


sprinklers? 


THE CHICAGO FLEXIBLE SHAFT CO. 
Dept. 3, 5600 W. Roosevelt Road, Chicago 
38 Years Making Quality Products 


Rain King 


‘The BEST LAWN SPRINKLERS MADE 
























COLDWELL 


CU Motor Lawn Mower 


and Roller 


Economical — Dependable — Reason- 
able. Light weight, substantially 
built, easily handled. Free from 
trouble and delays. Special de- 
signed motor. Abundance of power. 
Cuts close to trees, etc. Mows 
and rolls simultaneously. Tim- 
ken Tapered Roller Bearings. 


Coldwell Lawn Mower Co. 
Newburgh, New York 
Dependable 
Lawn Mowers 


Hand — Horse — Gaso- 
line — Electric 





Betty Taplin 
Toy Beater and Bowl 


A toy that has a wonderful appeal. 
Made in correct proportions and 
works perfectly. Height 5% in. Sells 
rapidly at all seasons of the year. 


One of Outstanding Toys of 1928. 
Write for particulars. 


The Taplin Mfg. Co. 


New Britain, Conn. 














AUNAN 


E FS cushion TIRE 
=\STORE LADDERS 


= Insure perfect shelf service for any 
-—}—J line of merchandise. Deep tread steps, 
om ged spaced, with convenient full 
length handholds on both sides. of 
4 ladder permit mounting or descending 
with ease. Both hands free to remove 
or replace stock without danger of fall- ; 
ing. Cushioned Tired Trolley and Truck Wheels elim- Ay 
inate noise and prevent vibration. Erection as simple 
as A,B,C. Utilize small space. Make top shelves 
safely available for stock purposes. One style— 
neat of design—nicely finished—any height ceil- 
ing. Thousands in use. Circular on request. 


me FEMYERS & BRO.co. 
ASHLAND, OHIO. 
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PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 
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Satisfied 
% Customers 


Profitable ‘ 
Sales 


ussell Jennings Mfg.Co. 


Chester, Conn. 21-132 























HARDWARE AGE for MAy 24, 1928 


143 























FOSTER@ eentns 
a in Big Business 


Personal Service 





Two big plants, one in Cleveland 
and one in Chicago, assures 
prompt service to all sections 
of the country. 


The Foster Bolt & Nut Mfg. Company 


CLEVELAND CHIGAGO 
Unlen Ave. and E. 72nd St. 6240 te 6265 Weet 65th St. 
Telephone Breadway 640 Tolephene Hemleck 4484 





IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 
MAKE EVERY DAY COUNT 
Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 


New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 





Cow Hobble Profits 


SO-BOSS COW HOBBLE AND 

TAIL HOLDER 
Dealers everywhere are making real profits by 
selling the genuine So-Boss Cow Hobble. New 
sales records are being established every month. 
Attractive So-Boss counter display and other 
sales making material now available to dealers. 
Every farmer and dairyman is a prospect—in 
large demand wherever cows are milked by 
hand or machine. 


= ellen 


SIMONSEN. THON’ “WORKS 
Sioux Rapids, Iowa 


So-Boss has 
ropes 








If you are not selling WITT 
Cans and Pails you are 
overlooking some highly 
profitable business. Asking 
for details places you under 
no obligation. Write today! 


The Witt Cornice Co. 
Can Specialists Since 1899 
2114 Winchell Avenue 

Cincinnati, Ohio 








The reputation of 
Brown £4 SHARPE 


TOOLS 


for Accuracy and Reliability 
fe bats meat deel 
aready market wherever 
metal is used 





FULTON 


Brand 
Guaranteed 
HARDWARE 
and TOOLS 


Trade-mark and are 








are distinguished by the pan 
guaranteed uncondition ally. This guarantee 
on quality merchandise, sold at lower than 
prevailing prices, fits right in with the present buying 
tendency. 

Our leaders include: The Improved B K S Door Closer, 
known as the “Best Kloser Sold,’ GIANTGRIP Braces, 
Graham Night Latches, etc. Request Catalog No. 40 
which describes our complete Fulton line. 


United Hardware & Tool Corp. 











50-52 Howard St. New York 











WIRE PRODUCTS i 


for every need 


Cambria Fence 
Steel Fence Posts 


Wire—Barbed, Barbless and 
Twisted; Processed, Bright 
wl and Galvanized 

me Nails—Cement-coated, Bright 
? Blued and Galvanized 
Wire Rods Staples 
BETHLEREM a. oe Com aere 
General Offices: BE 


BETHLEHEM | 


This Attractive 
Counter Cabinet 
finished 

gold 
i 150 p 
40—10c pkts. of 


Moore Push-Pins 


(Glass Heads—Steel Points) 
also 110—10c pkts. of 


Moore Push-less Hangers 
The Hanger with the Twist 
Used in “Nearly Every Home” 

List $15, Dealers $10 
Advertised for 27 years 
Moore Push Pin Co. 
(Wayne Junction) 
Philadelphia, Pa. 
Send for illustrated 


folder of Counter 
Displays and Price 
List 


































Style “L” Metal 
Counter oe 
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Classified Opportunities 











Classified Advertising Rates 
Opportunity Exchange Section 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


B EMGR ns sescccscussecseve sees $8.00 


Each additional. inch. 









Positions Wanted Advertisements 
50% off rates quoted 


seeeeee 4.00 Address your advertisements and replies te 
Hardware Age, Classified Oppor- 








Set Solid, Minimum of 5 lines.. oe 
Each additional line..... 200008 


Average 10 words ag a line 
Allow One Line for Keyed Address 








All Capitals, Minimum of Hines. in —o Cn Advertising York City 
Each additional ne - nay oma gers of s, 18% Harpwars Ace is published each Thursday. 


Remittance Must Accompany Order 
Samples of merchandise, literature, —“- = ouptins more than ordinary reforwarding postage should not 








tunities, 239 West 30th St., New 








Forms close Nine Days previous te date ef 
publication. 


box numbers. 








BUSINESS OPPORTUNITIES 


HELP WANTED 








SUDDEN DEATH CAUSES THIS OPPORTUNITY 
$13,000 BUYS BLOCK, STOCK AND EQUIPMENT 


Block built 10 years ago for this hardware business, fine living rooms 
with every convenience on second floor, including hot water heat for 
entire 28 x 50 block. Good railroad town, splendid farming territory, 
no competing store, cleanest stock we ever sold. Block, stock, fix- 
tures and shop equipment, all for $13,000. Here's a no rent, low 
expense, clean-cut going prosperous opportunity. 

CRANDALL’S AGENCY, Homer, New York 











T. H. WICK WIRE, JR. 
511 Fifth Ave., New York City 
Factory Representation 


Correspondence solicited from manufacturers who want real sales. 


i. 


be 











Yale Type Electric Burglar Alarm Cylinder Lock 


A new device of a great commercial value for mortice and ordi- 
nary Cylinder Door Locks. This device gives an alarm the mo- 
ment the Key or any other instrument is inserted in aX aaa 

For sale outright or on Royalty Patent No. 1659502 


Joseph Bleaker, 1821 University Ave. (Agent), New York City. 








=) 


ESTABLISHED MANUFACTURER OF LINE OF STANDARD 
HARDWARE SPECIALTIES, with well equipped plant in a good in- 
dustrial city in the Chicago Metropolitan District will consider consolida- 
tion in this city with similar concern on attractive basis. All negotiations 
confidential. Address Box H-971, care of Harpware Ace, New York. 











WESTERN OPPORTUNITY: Old established hardware business in 
heart of most successful western reclamation project. Crop values ten 
million yearly. County wealth thirty million. Town 8000, 
county, 17,000. Renowned healthful climate. Write Box 31, Las 
Cruces, New Mexico. 





FOR SALE—HARDWARE STOCK AND FIXTURES, plumbing and 
tinning tools. Established 30 years. Doing good business now. Low 
rent. Long lease. Good location in a fast growing suburb of Toledo. 
Price $10,000. Write to MYERS HARDWARE, Maumee, Ohio. 





FOR SALE—HARDWARE BUSINESS IN rapidly growing town Im- 
perial Valley NO COMPETITION. Yearly sales $25,000 can be increased. 
Easy terms. Address Box H-970, care of HarpwAre Ace, New York. 





BUILDING FOR RENT JULY 1, 1928—Suitable for retail Hardware. 
Best of locations and opportunity in the State of Iowa for this business. 
H. DANIELS, Fair Store, Redlands, California. 


WANTED—HARDWARE CATALOGUE COMPILER with General 
Hardware knowledge, state age and salary expected. Give reference. 
Address Box H-962, care of Harpware Ace, New York City. 





POSITIONS WANTED 








HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BVYERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMBS THB WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENOY, INC. 


Remington Building 
Bryant 7374-5-6 J 


113 W. 42nd Street 

POSITION WANTED BY RETAIL HARDWARE SALESMAN, 
age 37, married, 7 years’ experience, managed retail store 5 years, 2 years 
mechanics in University, special knowledge of paints, good reference pres- 
ent employer. Seeking permanent position account famil . Save time, 
write direct to CHESTER MONTROSS, 412 East Wedhineten Street, 
Hoopeston, Illinois. 

4 

















MECHANIC TOOL AND HARDWARE SPECIALTY SALESMAN, 


+ sixteen years’ experience, desires connection preferably with manufacturer. 


Acquaintance with jobbing and large retail trade in New York, Pennsyl- 
vania and central west. Satisfactory reference furnished, salary. Ad- 
dress Box H-974, care of HarpwAre AGE, New York. 





YOUNG MAN 24, SINGLE, OVER THREE YEARS IN GENERAL 
HARDWARE. For past 18 months as front man and window trimmer 
Knowledge of paints. General utility. man, not bookkeeper. Presently 
taking course in si writing. Desire permanent place. elevemses 
furnished. Address Box H-953, care of Harpware Acz, New York City. 





POSITION WANTED—AT PRESENT EMPLOYED, but desire new 
connection on or about July Ist, 1928, as Manager of credits or accounts 
receivable. Have had five years’ experience in this line. Prefer Southern 
Hardware connection. Age 27, married. Excellent references. Address 
Box H-961, care of Harpware Ace, New York City. 





SALES ACCOUNTS WANTED 





HELP WANTED 


WANTED: EXPERIENCED BUILDERS’ HARDWARE MAN imme- 
diately. Must be competent to list hardware from plans and write speci- 
fications. Location Schenectady, N. Y. Address Box H-969, care of Harp- 
ware Ace, New York. 








WANTED—SALES MANAGER_BY MANUFACTURER making com- 
plete line of Lawn Mowers. Good Salary and permanent position for right 
man. Address XY-Harpware Acer, New York City. 








EXPORT-SALESMAN, TEN YEARS’ EXPERIENCE calling on 
hardware trade in foreign countries seeking connection with American 
manufacturer to look after interests in foreign markets; speaks English, 
German, French and Scandinavian languages. Address Box -973, care of 
Harpware Ace, New York. 





WE ARE IN THE MARKET for a manufacturer’s agency or a good 
a - Chicago and the Middle West. We are in the Pidlouie Jan 
itors’ ly line in Chicago and are in a position to handle same. THE 
Ww HITE, UPPLY COMPANY, 5748 N. Western Ave., Chicago, Illinois. 
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SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 








A MANUFACTURER OF 28 YEARS STANDING 


specializing in a very high grade line of special sheet metal products, and 
selling to hardware, mill supply, plumbing and steamfitting houses, is de- 
sirous of expanding their business through New York and New Jersey terri- 
tory, by acting as a distributor as well as a manufacturer. Will consider 
an agency or Gealers proposition on several active lines having outlet through 
this class of trade as well as public utilities and contractors. Address Box 
H-967, care of HaRDWARB AGR, New York. 














SALES REPRESENTATIVES WANTED 








COMMERCIAL SALESMAN 


Bond house with headquarters in Chicago are doing business throughout the 
Middle West in representing General Market Bonds, including Railroad, 
Public Utility, Industrial and Foreign Bonds, desires to add 4 men to 
its sales organization. Previous experience in the Bond Business not neces- 
sary. This opening, however, offers Unusual Opportunity to a Commercial 
Salesman, between 30 and 45 years of age, who desires to change his line 
in order to broaden his opportunities and increase his earning capacity. 
Reply stating age, present position, and selling experience in detail. 
Replies held in strict confidence. Address Box H-975, care of Hardware 
Age, New York. 














WANTED—SALESMEN CALLING ON THE RETAIL TR _, i 
manufacturers who send their orders through the Jobbers. See ril 
issue of Scientific American for description. PASADENA SPRINKLE ER 

P. O. Box 146, Pasadena, Cal. 








SALESMAN WANTED, PAINT SALESMAN, NEW JERSEY, also 
other territory. Must know the trade thoroughly. Splendid opportunity. 
Our salesmen know of this ad. Address Box H-972, care of HARDWARE 
Ace, New York. 


SALES REPRESENTATIVE WANTED: SALESMEN CALLING 
regularly on Hardware Mill, Machinery and Auto Supply jobbers and 
larger dealers to sell high grade line of Grinding Wheels. Fully guaranteed. 
Straight commission basis. Discounts right; full transportation or liberal 
allowance; bound to repeat regularly. Carry two small pocket size samples. 
Goodrich Grinding Wheel Co., 1500 West Madison Street, Chicago. 





SALESMEN THOROUGHLY EXPERIENCED with following amon 
retail hardware trade in New York State, Pennsylvania, Connecticut an 
New Jersey to sell complete line of builders’ hardware and tools for pro- 
gressive New York jobber. Reasonable prices and prompt service. Must 
lave car. State full particulars. Address Box H-947, care of HARDWaRE 
Acre, New York City. 





REPRESENTATIVES WANTED—BUILDERS’ HARDWARE 
MANUFACTURER has interesting proposition for representatives in 
Middle Western and Eastern States. In replying state territory covered 
ind give references) WEISER HARDWARE MANUFACTURING CO. 
INC., 8635 Otis Street, Los Angeles, Cal. 





SALESMAN WANTED—MUST HAVE BUILDERS’ HARDWARE 
XPERIENCE and be capable of reading blueprints. Calling on archi- 
tects, contractors and general hardware dealers in Illinois. Could also use 
salesman in Kansas and Missouri territory. References required. Address 
Box H-952, care of Harpware Acg, New York City. 





SALESMAN TO REPRESENT LARGE WHOLESALE hardware job- 
bing organization in the New York District. Experience in selling hard- 
ware retailers essential. State age, experience, religion and all details. 
Address Box H-946, care of Harpware Acg, New York City. 





COMMISSION SALESMEN IN EACH STATE for esa ype to of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Ace, New York City 








WANTED—PREFERABLY WITH BUILDERS’ hard- 
Iowa and Wisconsin. Men- 
Allith-Prouty Company, 


SALESMAN 
ware training and experience for Minnesota, 
tion former connections and compensation desired. 
Danville, Illinois. 








V, 


Prompt Delivery—Qual 


Quality Wood Turni 
Specialists in all kinds of white birch turnings. 
in all colors with enamel paints, stains and lacquers. 


Our new modern equipped pliant will assure you of: 
ity ‘sat culls for conan ae Obtainable. 


We are also expert finishers 





Send us 


Executive Offices: 


NATIONAL WOOD PROCESS 
NEW BEDFORD, MASS. 


7’ 


Mill: Farmington, Me. 











Plain or enameled 


STRATTON  ™**aime 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. | 


STRATTON MFG. CO. Stratton, Maine 


ARMSTRONG BROS. 


Stocks and Dies Sell Best 


i Handle the Line of Recognised Quali 
= Write for free Catalog showing Complete 
of Pipe Tools, sizes, prices, ete. 
ARMSTRONG BROS. TOOL CO. 
314 N. Francisce Ave., 
Chicage, U. 8. A. 














Get Your Seed Department Ready 


Now is the time to start making friends 
with attractive display cartons of Landreth’s 
Garden and Flower Seeds. Make up a list 
and let us quote you on our tested seeds and 
Mixed Lawn Grass. Be sure of your stock. 


D. Landreth Seed Co., Bristol, Pa. 





“I Make the best Hammer” 


D. Maydole, 1843 





The popularity ot _Maydole Hammers among Carpenters, 

and attests the fact that we've 
maintained ‘the standard set by the founder of this 
business over 80 years ago. 


me. DAVID MAYDOLE SAMMER co. 
rwich lew York 

















Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 











portage Compound is ye by every 


test. Makes steel as 
easy as Iron. wo 8 it ai increase 


your sales. 
Made only by 
AntT1-Borax Compounp Co. 
Fort Wayne, Ind. 
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a i and not as a part of the advertising contract. Ewery care 
No allowances will be made for errors or failure to insert. 


will be taken to index correctly. 





Doms: Geer tia s06 es civivies 
Addison-Leslie Co. .......... 
OS ee Peer er 
Alaska Freezer Co............ 
Allen Manufacturing Co...... 
Allith-Prouty Co. ...........- 
Risted Bhs... Co. . 0060s eccees 


Altorfer Bros. Co.......... 116- 


Aluminum Cooking Utensil Co. 
Aluminum Goods Manufactur- 
BE oases enguetewns cee 
Aluminum Products Co....... 
Aluminum Wares Association. . 
American Chain Co.......... 
American Fork & Hoe Co...... 
American Gas Machine Co.... 
American Handle Co.......... 
American National Co......... 
American Ring Co............ 
American Saw & Mfg. Co. 
American Screw Co........... 
American Sheet & Tin Plate Co 
American Steel & Wire Co.... 
American Telephone & Tele- 
EE TOM, ssesscavese pose se 
American Thermos lottle Co., 
BOD Weare srt Caen <eiixees 


Anti-Borax Compound Co..... 
Apex Stamping Co............ 
8 6 ee eer 
Armstrong Bros. Tool Co..... 
Armstrong Mfg. Co............ 
Armstrong Mfg. Co........... 
Arrow Electric Co............ 
ee ee ee eee 
eg ee 
Atomister Corp., The.......... 


Babcock Co., The, W. W...... 
Banks Steel Post Co.......... 
Pe RRs Obi scasadsiceccs 
PS SG bikin. 009 0 S¥a.< 0.0050 
Beardsley & Wolcott Mfg. Co. 
Bak & ey Teeic..6s.55 
Beisser Key Machine Co...... 
Bemis & Call Co... 2.5.5... 
ee eee 
Berghman Co., B.......... ; 
Bergman Tool Mfg. Co....... 


ee ae eee ree 
Bethlehem Steel Co........ 

Billings & Spencer Co........ 
Birtman Electric Co.......... 
Bissell Carpet Sweeper Co.... 
Ee MODs bess a sncwiess ns 


14 
81 


141 


103 
100 


103 
29 


28 


122 





Misiedell Pencil Co........-260.. 
Bommer Spring Hinge Co.... 
NS RL 3 a 
Dy Aig oe ns hes dav 
Bowen Products Co.......... 
Brach Mfg. Co., L. S.......... 
Brainerd Mfg. Co............ 
Bridgeport Screw Co.......... 
Bright Star Battery Co........ 
Brown & Sharpe Mfg. Co.... 
UE AR is supe scene son 
Buckeye Alum, Co............ 
Buffalo Wire Works Co., Inc.. 
Burnley Battery & Mfg. Co.... 
UE ME SOs co hens ve ves 00 


Cc 
Calgwet iis. Se... ..-s esses 


ee ter 
FE Fs kde Sosa ce 
Century Electric Co.......... 
Cimin  Peotiucts’ Co. s 266.3005 
Challenge Refrigerator Co.... 
Chamberlain-Haber Chemical Co. 
ee ee eee 
Chevrolet Motor Co........... 
Chicago Flexible Shaft Co...... 
Chicago Roller Skate Co...... 


Chicago Solder Co........... 
Chicago Spring Hinge Co.... 
Claciais Rees Ts cess. eees 
Clayton & Lambert Mfg. Co.. 
Clemson Bros., Inc........... 


Cleveland Stone Co., The...... 
Cleveland Wire Spring Co.... 
Coates Clipper & Mfg. Co.... 


Soe Want: G6. 6usccsseess 


Coldwell Lawn Mower Co.... 
eee ae 
Columbia Tire & Rubber Co.... 
Columbian Rope Co........... 
Congoleum-Nairn, Inc. ........ 
Consolidated Electric Lamp Co. 
Continental Screen Co........ 
Cook Company, H. C......... 
Copper-Clad Malleable Range 

Cay en weeess peee i sdawhees 
Re ge ey, eee 
Corbin Cabinet Lock Co...... 
Corbin Screw Corp........... 
Corcoran Mig. Co........... 
Cordley & THbyee.scccsscisese 
Se ee a 
Crown Cork & Seal Co........ 


Cyclone Pence Ges. .seiccess- 


D 


2 > ee 
Dazey Churn & Mfg. Co...... 
Dé Jur Peedtidta (oe. cisicscs.. 


131 
143 


28 


129 


92 


] 
| De Laval Separator Co....... _ 


Detroit Door Check Co........ “= 
Detroit Torch & Mfg. Co.... — 
Detroit White Lead Works.... — 
Devoe & Raynolds Co., Inc.... 26 
ENE TR. inaendesupedvanass — 
Diamond Calk & Horseshoe Co. — 
Dierks Lumber & Coal Co.... — 
i pe Se ae Se _ 
ROE CA: ANGI tig 0b ainah  diw ia ce _ 
Display Material Co.......... 96 
Disston & Sons, Inc., Henry.. — 
Dixon Crucible Co., Joseph... — 


Domes of Silence, Inc........ 148 
Domestic Elec. Refrig. Co.... 118 
Donley Mfg. Co., The........ _— 
Doesten Ca., Ths. 6 cisss sv ins _— 
Duluth Show Case Co........ -- 
Dupont de Nemours & Co., 
Baths hath eu nab es sevyekewsy 25 
E 
og tg eer eee ree 94 
Eagle-Picher Lead Co.......... 3 
Eastern Tool & Mfg. Co...... — 
Eclipse Machine Co........... ~~ 
Economy Pieter C0 .6% 5.255 = 
Edison Lamp Works of Gen- 
eral Maeettie (26,4) Face cso — 
oe oe, > a rs —_ 
Electric Sprayit Co., Inc...... — 
Empire Tire & Rubber Co.... 83 
atte FO GOs on6 sc asssccds _ 
Evansville Tool Works........ 7 
POI EO, MMOs ssw 2s se s0% _ 
F 
F, & N. Lawn Mower Co., The — 
Fairbanks, Morse & Co...... 2. = 
Fansteel Products Co., Inc... — 
Fate-Root-Heath Co. ......... 106 
Faultless Caster Co........... 103 
Federal Enameling and Stamp- 
SEE Soreteneieutiwss seer coe 
Federal Washboard Co., The... — 
Fitzgerald Mfg. Co........... = 


Folsom Arms Co., H. & D.... — 
Fort Wayne Eng. & Mfg. Co.. — 





Foster Bolt & Nut Co........ 143 
Prants Mite. Goss... wesicccive 87 
French Battery Co............ 139 
G 
Gales 6 PR Faces ccs — 
Gendron Wheel Co........... a 
General Fireproofing Co....... — 
General Weatherstrip Co...... — 
General Wheelbarrow Co...... — 
bee: Bite: Ce. 0 cctissiiss% — 
Gilbert & Bennett Mfg. Co.... 102 





Gold Medal Camp Furn. Mfg. 


GBs ps chesney stabs tv sess sees _ 
Gold Seal Elec. Prods. Co _ 
Gaede Pratt Coy. 2a cccccvecss 79 
Good Housekeeping .......... oa 
Goodrich Rubber Co., B. F., 

BE ms pabdnerranndndénasie 142 
Graef & Schmidt, Inc........ _— 
Graff-Underwood Co. ......... 141 
Grand Rapids Hardware Co... 105 
CrP ERGE TRG. ccc ccccscces 103 


Greenfield Tap & Die Corp.... 2 
Greenlee Tool Co............- — 


ee ere eee ee 101 
a & —_ 
eS ee eee oo 
H 
Hamilton Metal Prods. Co., The 98 
ee i ee ee eee ee 102 
Hercules Chemical Co........ a 
Hercules Powder Co.......... 23 
Herschel Mfg. Co., R........ —- 
Hibbard, Spencer, Bartlett & Co. — 
SE eS Seer ere eer 105 
Hollands Mfg. Co............ —_ 
ewer Obi sis 6 sess es seas 108 
Hoppe, Inc., Frank A........ —- 
Hotties’ BGG Be. c«. cn eect es 113 
Figtel Gs bcc i cede cescse — 
eS ge eres —_ 
Hunter Arms Co...........++- — 
Hunt, Helm, Ferris & Co...... a 
Hurley Machine Co........ 114-115 
Hygrade Lamp Co............ 135 
I 
Imperial Bit & Snap Co...... a 
Independent Lock Co......... 97 
Indiana Rolling Mill Co........ oa 
Indiana Steel & Wire Co.... — 
Ingersoll Watch Co.......... —- 
International Silver Co....... - 
International Toy Corp.:..... 145 
(National Wood Process) 
Irwin Auger Bit Co.......... —_ 
Reb 6., Ts Bi 0 6 hve cadiceoce — 
Ives Manufacturing Co........ — 
Iwan Brothers .......eccceee- — 


Jennings Mfg. Co., Russell.... 142 
Johnson Arms & Cycle Works, 
VEE ce Vecsasivecacocccensss 143 


Kelly Axe & Tool Co.......... 31 
Keuffel & Esser Co........+- -- 
Keystone Mfg. Co........+++++ _ 
Kilborn & Bishop Co.......... 148 





THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 























HARDWARE AGE for May 24, 1928 


147 








INDEX TO ADVERTISERS 

















THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Byery care will be taken to index correctly. 
No allowances will be made for errors or failure to insert. 
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; The Finest 

y That Brains and 
Experience Can 

y Produce 


Quality is built right into 
these screw drivers. They 
are drop-forged from 


KILBORN STEEL 


—the toughest steel known; 
Handles of the STEEL ROD 
are finished in Duco green. 
Very attractive. IMPERIAL 
handle is black walnut. Blades 
cannot turnin handles. Rapid 
sellers. 
THE CREEN LINE 


includes Punches, Box Hooks, 
Drills, Cold Chisels, Screw 
Drivers, Offset Screw Driv- 
ers, Screw Driver Bits and 
many other tools. 


Send for Complete Catalog. 


THE KILBORN & BISHOP CO. 


New Haven Conn. 
Manufacturers of the 


“GREEN LINE TOOLS” 


Reg. U. 8S. Pat. Office 











STEEL ROD 
IMPERIAL 


>> odds a EUS US UL LTEL_.LsessesesesesssSsSsSssSsSesens 
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This Metal Cabinet Sells 


DOMES 
of 
Silence 


It catches the eye 
and customers buy. 
Every home needs 
Domes of Silence 
which are adaptable 
for ALL movable furniture. Back of cabinet 
contains one gross sets of six assorted sizes 
in packages of one doz. and 2% doz. each. 
This convenience enables your clerks to pro- 
cure the right Domes instantly and make sales 
quickly. When sold, order refills. Liberal 
profit. 






cloloTo 


turnnuce 


Free Display 
Cabinet for 
You 






If your Jobber cannot supply you—write us 
direct. 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, ete. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 
































ill Cover 
he Field- 








7 
7 YOU TELL 
THE DEALER 
HOW WELL 
YOUR PAINT 
COVERS —™ 


Tell the hardware 
dealers about your 
product through the 
medium that covers the 
Hardware Field. The 
readers of Hardware 
Age are wide awake 
merchants. They read 
this paper because they 
want to know what is 
going on. 


Tell this responsive 
audience about your 
product and you'll take 
a big step toward 
achieving the distribu- 
tion you are looking 


























for. 





onesie 









































HARDWARE AGE for May 24, 1928 














——RBar none! 


It sells for LESS! 





_ 





The New Master J unior Padlock sells Each half dozen Master JUNIOR Padlocks is 
Faster than ANY Padlock in its class packed in a very beautiful three-colored display 


box with a neat space provided for price marking. 


The display has a sturdy easel underneath, which 
tilts it to “hit the eye” and the cover folds attrac- 


Shows the Laminations—~STRENGTH! tively into a beautiful display stand. 


Only $6.00 Per Dozen LIST. 
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Ten Times Faster 


Than Any Hand Shear. _ 
in, 4. th 












The MIGHTY MIDGET 
UNISHEAR cuts up to 15 
feet of sheet iron per 
minute. 


Capacity up to 18 U. S. 


Gage cold rolled steel. ij 


= Ose : 


ty 


Weight 61% lbs. 
complete with 
Y% h. p. 
universal 
motor. 


If You Cut Sheet Metal or Other 
Flat Stock or Sell to Others Who Do 


You want the fastest cutting shear you 
can get. Why not cut the TIME as 
well as the METAL? 


You can do it with the Motor Driven 
Mighty Midget UNISHEAR. Easier 
to handle than a pair of snips and saves 
your hands, your energy and your time. 











Operates from 
any lamp socket 


100% SAFE 


Ten Times Chea per 


than any other cutting methed 


can take the shear to the work or the 
work to the shear. 


The Mighty Midget UNISHEAR cuts 
straight, curved or irregular work with 
hair-line accuracy. Blades are ex- 
changeable, interchangeable and easily 
ground. Also cuts aluminum, brass, 
copper, card-board, linoleum, fibre and 
other materials. 


Use the Mighty Midget UNISHEAR yourself 


and sell it to shops and industrial plants. 


The price of the Mighty Midget UNISHEAR 
is low and the saving so great it soon returns 
its cost over and over. Write for detailed in- 
formation. 


It’s absolutely SAFE—you cannot cut 
yourself, nor bruise your hands. You 















Price $59.00 with 220-Volt Universal Motor 
in igen Peo gg Boo ae a 


let tal b 
GHTY MIDo there is a UNISHEAR for 
wh ET every cutting purpose up to 
%,” boiler plate. 











SHEAR WIT 


")U NISHEAR, 





For inside cutting punch 1-in. 
hole and slip yoke through. 





Trademark Registered 
U. S. Patent Office 
Pat. U.S.A., Nov. 18, 1918 
Other Patents Pending 


Mounted for use as a Sta- 
tionary Bench Tool. Price 
of Cradle, ne Yale 
Lock, $5.00 


Price $56.00 with 110-Volt Universal Motor. 





The UNISHEAR COMPANY, Inc., 270 Lafayette St., New York, N. Y. 








